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Rough Proofs 


With General Johnson tearing into 
his opponents as vigorously as in the 
dear dead days of the NRA, Bromo- 
Seltzer seems to have a sure-fire 
method of expanding the headache 
market. 

a ae 

Promotion of tea will include a 
puild-up for related items such as 
biscuits and lemons. And if Sun- 
kist and Nabisco decide on _ reci- 
procity, that will be all right, too. 
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A copy of ADVERTISING AGE was in- 
cluded in a recent newspaper “photo- 
crime.” But most of ours take place 
in the shadows of the proof-room. 
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After waiting all these years to 
get under way, the egg industry has 
decided to advertise. At last the 
hens will have something to cackle 
about. 


vy¥se 
“Let us pick your women,” sug- 
gests Family Circle. But in this 


field every advertising man insists 
that he’s the world’s greatest expert. 
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After hearing about the sensation- 
al success of Bob Burns in playing 
his bazooka, advertisers have re- 
corded a big increase in the number 
of h@ise organs. 
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uerto Rico expects to get any- 
‘e with its proposed campaign 
® popularize its coffee in the United 
States, it had better decide to let 
us spell it the way we have always 
done. 
- = 


England is buying very few tele- 
vision sets, David Sarnoff reports. 
; Over there the radio artists are ex- 
mame pected to be heard and not seen. 
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President Roosevelt called a spe- 
cial session for Nov. 15, regardless of 
the wishes of the so-called solons, 
thereby risking another of those 
long-drawn sit-down strikes. 


, V¥ 


The only cheers heard in Wash- 
ington after the presidential decision 


to have a special session came from 
the 


hotel and apartment house 
; owners. 
I- vv? 

Now that the American League 
has decided to let the Yankees take 
care of the world series, the Na- 

y tional had better hurry up and give 
- the permanent assignment to the 
P St. Louis Cardinals. 
0 
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. Wisconsin has a man on its foot- 
ball squad who could probaby add 
Strength to the line of any eleven in 
the country—Rushmore. 

it a |e 


When President Roosevelt, who 
Claimed credit for raising prices in 
1933, told his listeners the other night 
that it really belongs to the corpora- 
lions, they realized that he had just 
Completed a difficult forward pass. 
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Fie National Labor Relations 
Sard doesn’t know whether to ad- 
{ Yance its press agent or fire him. It’s 
a” lots of publicity, and it’s 4ll 


Copy Cur. 


GREENBELT DRAWS 


ADVERTISERS’ EYES 


BRING ON THAT 
INVESTIGATION, 
RADIO REPLIES 


NAB: Invites. Daylight, Votes 
Reorganization 


New York, Oct. 15.—In deciding 
upon a reorganization of the National! 
Association of Broadcasters here this 
week, 300 broadcasting executives 
called together by the crisis in rela- 
tions with musicians adopted resolu- 
tions welcoming any federal investi- 
gation of the industry. Broadcasters, 
the resolutions declared, have met a 
many-sided problem in the best in- 
terests of the public, have nothing 
to hide and will cooperate with any 
investigation launched. 

There was iron also in a resolu- 
tion adopted by the board of direc- 
tors following the general meeting, 
which set forth that radio has re- 
sponsibilities to the public as well 
as to the musicians and the former 
as well as the latter must be con- 
sidered. 

Though the special gathering of 
the industry was precipitated by de- 
mands of the American Federation 
of Musicians, the music situation did 
not enter officially into the delibera- 
tions of the NAB at the Waldorf- 
Astoria, the association adhering to 
its policy of leaving relations with 
musicians to individual stations. 

The NAB reorganization plan, 
which was first unanimously adopted 


(Continued on Page 45) 


‘Piel's Appeals’ 
Drives Jordan 
to Form Answer 


New York, Oct. 15.—Weary of deal- 
ing with laymen who think they 
have ingenious advertising sugges- 
tions, George R. Jordan, advertising 
manager, Piel Bros. Brewery, today 
sought a Bright Idea to end Bright 
Ideas. 

Latest of his experiences concerned 
a man who wrote Mr. Jordan that 
he had invented a marvelous slogar 
for the brewery and asked the privi- 
lege of presenting it in person, “so 
I can watch your face when you 
hear it.” Upon his arrival Mr. Jor- 
dan greeted him with, ‘Please don’t 
tell me your slogan is ‘Piel’s Ap- 
peals’.” He watched the man’s face 
fall—at least a foot. And to convince 
his visitor still further he handed 
him a mimeographed letter which h- 
has sent to more than 100 would-be 
sloganeers during the past year—all 
of whom had that same brilliant 
idea! 
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ELECTED BY DMAA 


Frederick B. Heitkamp, who was elected 
president of the Direct Mail Advertisers 
Association at the annual convention in 


Cleveland. 


Showmanship 
at Zenith in 
DMAA Meeting 


Cleveland, Oct. }5.SN6t Ohly the 
atmosphere, but the physical aspetts 
of the circus were invoked by the 
Direct Mail Advertising Association 
in holding its 20th annual conven- 
tion at the Carter Hotel this week. 
The entire hotel was dedicated to 
circus ballyhoo to typify the show- 
manship regarded as essential in suc- 
cessful direct mail, a ponderous ele- 
phant standing guard at the portals 
of the hostelry. 

The program itself developed this 
idea further, a stage crew shifting 
settings rapidly to provide the appro- 
priate background for each address. 
And the schedule of events took the 
form of a theater program, the three 
acts of the play being titled as fol- 
lows: 1, “Theory of Showmanship in 
Direct Mail’; 2, ‘Analysis and Prac- 
tice of Showmanship in Direct Mail’; 

(Continued on Page 2) 


Admittance of 
Free Papers Is 


Problem of ABC 


Chicago, Oct. 14.— Definition of 
trading areas of newspapers and ad- 
mittance of free circulation business 
papers to the Audit Bureau of Cir- 
culations are burning questions 
which will give the 24th annual con- 
vention of the ABC at the Stevens 
hotel, Chicago, Oct. 21-22, its normal 
atmosphere of high tension, and at- 
tract the usual outpouring of adver- 
tising managers, agency executives 
and others. 

The ABC convention will be pre- 
ceded by meetings of the Newspaper 
Advertising Executives at Medinah 
Club Oct. 18-19; Inland Daily Press 
Association at the Sherman Hotel, 
Oct. 19-20, and Agricultural Publish- 
ers Association at the Stevens Oct 
20. Programs of the first two are 
described elsewhere in this issue. 
The APA will elect officers and hear 
a luncheon address by Col. William 
M. Mumm, president, Mumm, Romer, 
Robbins & Pearson, Columbus 
agency. 


Proposal Stirs Interest 


While the question of auditing 
free circulation business papers 
would seen to be one of limited in- 
terest, all divisions of the ABC have 
expressed views as to the propriety 
of the step, apparently on the theory 
that if free circulation business pa- 
pers are audited by the Bureau, a 
new principle will have been estab- 
lished. Agencies and _ advertisers 
have failed to express any clear-cut 
sentiment. 

The ABC’s efforts to define trading 
areas of newspapers developed so 
many complications that O. C. Harn, 
managing director, recently suggested 
its abandonment and substitution of 
a breakdown of circulation by coun- 
ties. This proposition will receive a 
thorough airing at the convention. 

The keynote of the ABC meeting 
will be sounded at the opening ses- 
sion Thursday morning by four 
speakers representing the varied 

(Continued on Page 49) 


Last Minute News Flashes 


Detroit, 
guns 


Oct. 
into line today in 


Pontiac. 


of 260,000 cars. 


Washington, D. C., Oct. 


Chicago, Oct. 
tion 


campaigns. Swift is relying chiefly 


New York, Oct. 
lacked a sponsor 


revealed in a report today. 
opening and fourth games. 


pane ee ier Ge: 


A big teaser campaign will start for Chevrolet Oct. 23. 
advertising will exceed last year’s by 20 per cent, based on its new quota 


G. M. to Unleash Largest Announcement Copy 
15.—General Motors Corporation wheeled 
anticipation 
Buick, Chevrolet and Cadillac, following breaking of “stork” 


its heaviest 
campaigns for 
copy for 
Buick 


of announcement 


U. S. Chamber Opposes Advertising Legislation 
15.—Opposing any further federal legislation 
to regulate advertising, the distribution committee of the Chamber of Com- 
merce of the United States today issued a report recommending that self- 
regulation of advertising be improved by establishing a definite procedure 
to be followed by trade and commercial organizations. 


Swift, Kraft-Phenix Enter Oleomargarine Field 
15.—Both Swift & Co. and Kraft-Phenix Cheese Corpora- 
have entered the oleomargarine field, 


staging heavy introductory 
on comic strips, while Kraft-Phenix 


is using newspapers, posters and spot radio. 


25°/, of Radio Owners Hear World Series Broadcast 
15.—An average of one out of every four 
equipped homes listened each day to the world series broadcasts which 
this year, the Co-operative Analysis of Broadcasting 
A high of 27 per cent was reached on the 


radio- 


Better Speech Institute Appoints Y & R 
Chicago, Oct. 15 —The Better Speech Institute of America, Inc., 
appointed Young & Rubicam, Inc., Chicago, as advertising counsel. 


today 


U.S. COMMUNITY 


LABORATORY HAS 
PLACID OPENING 


‘“Orthodox’”’ Retailers Nearby 
to Test Co-operatives 


Greenbelt, Md., Oct. 15.—In marked 
contrast to the furor that greeted 
its designation as a practical lab- 
oratory for consumer co-operatives, 
Uncle Sam’s model low-cost housing 
development here, nestled away in 
a 400-acre tract 12 miles from the 
nation’s capital, placidly assumes the 
proportions today of a bustling little 
town of some 3,000 inhabitants, as 
ADVERTISING AGE surveyed develop- 
ment of this merchandising expert- 
ment, 

More and more each day the tap- 
ping of masons’ hammers gives way 
to the rumbling of moving vans as 
settlers from Washington, nearby 
Maryland and Virginia take up their 
quarters eagerly, oblivious to or un- 
interested in the fact that their 
every purchase of household necessi-+ 
ties will figure prominently in the 
merchandising test. 

Any fair appraisal of the Green- 
belt project must encompass an un- 
derstanding of its scope, objectives 
and management; the status and op- 
eration of its retail establishments; 
the viewpoint of typical residents ag 
well as independent merchants in the 
vicinity; and finally, a determination 
to disregard political bias, whether 
pro- or anti-administration. 


City Manager Administers 


Greenbelt is a $14,000,000 Farm 
Security Administration (formerly 
Resettlement Administration) devel- 
opment with 885 home units available 
for families whose income ranges 
between $1,000 and $2,000 a year. 
There are two-story houses which 
rent from $29 a month for four- 
rooms to $39 for seven rooms; and 
apartment units ranging from $18 
for one and a half rooms to $27 for 
three rooms. All rentals are made 
on a yearly lease basis with no 
houses offered for sale. A limited 
number of garages are available at 
$1 a month for open type and $2 a 
month for lock-up. Under authority 
of the Maryland legislature, Green- 
belt will be governed by the city 
manager form of government, the 
first in the state. Taxes will be paid 
to the county and state on the same 
basis as any other town of its size. 
Provision has been made for future 
expansion of the town on land al- 
ready held in reserve by the FSA 
to accommodate 2,000 more families 
at a later date. 

Greenbelt’s commercial life is cen- 
tered in a group of retail establish- 
ments which include a _ self-service 
food and meat market, general mer- 
chandise store, drug store, motion 
picture theater, barber and beauty 
shop and gas and service station. 
In store layout, fixtures and external 
appeal all of these units conform to 
the highest standards of modern 
merchandising practice. 

As the result of a contract nego- 
tiated between the FSA and Con- 
sumer Distribution Corporation, 


New York, all of Greenbelt’s com- 
mercial enterprises are to be oper- 
(Continued on Page 49) 
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October 18, 1937 


FCC Divisions 
Merged in New 
McNinch Order 


Washington, D. C., Oct. 14.—De- 
claring that “present conditions have 
resulted in two members of the com- 
mission carrying an unnecessary 
load and exercising an undesirably 
large portion of the power,” Frank 
R. McNinch, new chairman of the 
Federal Communications Commis- 
sion, today merged the three separate 


telephone, telegraph, and breadcast 
divisions. 
The drastic reorganization move 


involved dismissal of the three divi- 
sion directors, A. G. Patterson, tele- 
phone; John F. Kileen, broadcast, 
and Edward J. Flynn, telegraph, 
with annual salaries of $7,500, ef- 
fective Nov. 15. 

Hitherto the divisions have been 
autonomous with two of the six 
commissioners assigned to each divi- 
sion and the chairman also acting 
as a member of each division. 


Seeks Better Co-operation 


When he took over the chairman- 
ship of the FCC last week, Mr. Me- 
Ninch indicated that he would also 
move toward placing broadcasting in 
the category of public utilities with 
rate structures, among other func- 
tions, under the surveillance of the 
commission. 

In announcing the unification of 
the FCC, Mr. MecNinch also com- 
mented that the old arrangement “to 
subdivide a small commission tends 
away from co-operation and mutual 
understanding.” 

Washington observers link the 
current reorganization move with 
the interjection by Commissioner 
George Henry Payne into the reallo- 
cation hearings held early this year, 
which met hot resentment from the 
broadcast division members. 

Just what effect the reorganization 
move will have on the resolution 


PIONEER DESIGN 


New containers for Calvert Distilling 

Company's Old Drum brand are mod- 

eled after early American hand-blown 

pieces with the sheaves of wheat toward 

the base of the bottles adding to the 
pioneer aura. 


adopted by the Senate commerce 
committee before adjournment of 
the last session to investigate the 
charges that radio licenses and 
power increases were granted on the 
basis of political influence, also is 
being watched by broadcasters. The 
resolution was favorably reported. 


Latham to Aid Hill 


Jack Latham has resigned as spot 
time buyer for Young & Rubicam, 
Inc., New York, to become assistant 
to George Washington Hill, Jr., vice- 
president in charge of advertising 
for the American Tobacco Company, 
New York. He has been with Young 
& Rubicam for over five years. 


King Promoted 
Kenneth C. King, radio director of 
George H. Hartman Company, Chi- 
cago, has been elected a_ vice-presi- 
dent 


> 


Ge You-.- 
INTERESTED 


GOVERAG 


SEEK SUPREME 
COURT RULE ON 
FREE BOOK CASE 


———’ 


Standard Education Society 
Offer at Issue 


Washington, D. C., Oct. 14.—Lega! 
clarification of the “free offer” in ad- 
vertising, on condition that the cus. 
tomer buys other goods, was awaited 
here this week as the Standard Edu- 
cation Society, Chicago, filed with 
the U. S. Supreme Court its answer: 
ing brief in a case instituted by the 
Federal Trade Commission. The 
society previously emerged victori 
ous in the U. S. Circuit Court of Ap- 
peals, New York. 

In his petition to the Supreme 
Court asking it to review the lower 
court’s opinion, Solicitor General 
Stanley Reed said that the case was 
of major importance; that the FTC 
now has pending nine proceedings 
that are substantially the same as 
the case before the court; and that 
a conflict of opinions in the Circuit 
Courts of Appeal has caused un- 
certainty as to the law that can 
only be removed by a decision of the 
Supreme Court. The solicitor argued 
that to offer to give away something 
free on condition that the customer 
buy something else is deliberately 
fraudulent and unfair advertising; 
that it is destructive to those com. 
petitors who do not so advertise. He 
placed the case in the category of 
“criminal schemes to defraud.” 

The Circuit Court of Appeals 
unanimously decided that the soci- 
ety’s offer to give away free a 10- 
volume set o” its encyclopedia on 
condition that the customer sub. 
scribe for a 10-year quarterly sup- 
plement which gives the buyer 10 
additional volumes, or 20 volumes in 
all, was not a fraud on the customer 
and was not an unfair method of 
competition in restraint of interstate 
trade. 

Judge Gives Opinion 


In handing down the Circuit 
Court’s decision, Judge Learned 
Hand said in part: “It is true that 
the commission is not to sanction 
unfair trade practices merely be- 
cause they are of long standing; its 
duty is to bring trade into harmony 
with fair dealing. To the discharge 
of that duty it should not, however, 
bring a pedantic scrupulosity; too 
solicitous a censorship is worse than 
any evils it may correct, and a com- 
modity which sells for profit must 
not be ridden on so short a rein that 
it can only mave at a walk. We can- 
not take seriously the suggestion 
that a man who is buying a set of 
books and a 10 years’ ‘extension serv- 
ice’ will be fatuous enough to be 
misled by the mere statement that 
the first are given away, and that 
he is paying only for the second. 
Nor can we conceive how he could 
be damaged were he to suppose that 
that was true. Such trivial niceties 
are too impalpable for practical af- 
fairs, they are will-o’-the-wisps, 
which divert attention from sub- 
stantial evils.” 


Had Court’s Approval 


Henry Ward Beer, New York at- 
torney representing the _ society, 
argues in his brief filed with the Su- 
preme Court, that the society has 
had direct approval of its combina- 
tion give-away sales method by the 
Circuit Court of Appeals, Phila- 
delphia, in 1925, where in an en- 
cyclopedia company case involving 
the same issue, the court said that 
only a stupid person could be misled 
by free offer advertising and held 
that the sole question is whether, 
hidden in the transaction, there is 
an inducement based on an untruth. 

The society’s brief points out that 
for a tradesman to offer to give away 
one thing on condition that the cus. 
tomer buy something else is a “time- 
honored, customary sales inducing 


FLOOR SALES 


A new type of “floor sales" for animal 
traps is this linoleum inset installed in 
the reception room of the Animal Trap 


Company of America at Litiz, Pa. 
Armstrong Cork Company designed the 
covering. 


medium that is not fraudulent or de- 
ceitful or against public policy.” 

“Hundreds of thousands of dol- 
lars are spent annually in this form 
of advertising,’ the brief declares. 
“If it is fraudulent, then the great 
daily newspapers and magazines are 
fostering and participating in frauds. 
Every publication of any conse- 
quence in this country accepts and 
carries such combination advertise- 
ments which offer to give something 
free in consideration of a purchase 
of another article or a subscription 
to a book club, such as the Literary 
Guild or the Book of the Month 
Club, etc. 

“Such American sales inducing 
practices acquiesced in and estab- 
lished over a long period of time do 
not deceive or damage prospective 
purchasers and should not be the 
concern of the Federal Trade Com- 
mission. A trader must be given 
some leeway in the sale of his wares, 
and if his method is not fraudulent, 
deceptive or immoral, he should not 
be interfered with by a govern- 
mental agency.” 

The brief also points out that the 
society’s business does not permit 
“obtaining customers by fraud” inas- 
much as it has the customers for 10 
long years and must please them in 
order to win friends and make fur 
ther sales. An appendix to the brief 
contains eight advertisements which 
appeared in recent issues of national 
magazines, newspapers and _ trade 
papers, offering to give one article 
away “free” on condition that the 
customer buy another. 


“Look” Names Maher 


Look, Des Moines, has appointed 
Edward Maher, formerly with Screen- 
land Unit, New York, sales promo- 
tion manager with headquarters in 
New York. 


— ce, 
~~ 


Shown anship 
at Zenith in 
DMAA Meeting 


(Continued from Page 1) 
3, “Results of Direct Mail Showmap. 
ship.” 

Frederick B. Heitkamp, vice-pregj. 
dent, American Type Founders Com. 
pany, Elizabeth, N. J., was electeg 
president of the DMAA last night a 
a meeting of the new board of diree. 
tors. He succeeds Jesse H. Roberts 
advertising manager, Retail Credi; 
Company, Atlanta. Henry Hoke was 
re-appointed secretary-manager. 

The following directors were name 
at the annual business meeting of the 
association last night: Ralph Leay. 
enworth, Fuller & Smith & Ross 
Cleveland, who was in charge of |p. 
cal arrangements for the convention: 
George McKiernan, McKiernan Print. 
ing Company, Chicago; K. E. Kellep. 
berger, advertising manager, Uniop 
Switch & Signal Company, Pitts. 
burgh, and Percy G. Cherry, Might 
Directories Company, Toronto. The 
latter was re-elected. 

Homer J. Buckley, 


a meeting of old timers and made a 
short address before the convention, 
lauding the dramatization of direct 
mail. Mr. Buckley was the first and 
tenth president of the DMAA. 


Stresses Design Value 


One of the interesting addresses of 
the Thursday session was “The Top 
Hat of Peacock Lane,” in which M. 
C. Williamson, advertising manager, 
Bausch & Lomb Optical Company, 
told of the gold which lies unmined 
in the hills of design. The public 
is almost unfailingly responsive to 
new design, whether it be in auto- 
mobiles or in eye glasses, he said, 
citing as an example how lifting the 
side bars of spectacles half an inch 
created millions of dollars in new 
business when the innovation was in- 
terpreted to the public in terms of 
style and comfort. 

That humor. is the open sesame to 
many sales was the point mide by 
Kay Kamen, representative the 
famous Walt Disney Enterprises, 
who said that employment of humo! 
either in advertising or personal sell- 
ing reduces the resistance of the 
prospect by many degrees and paves 
the way for mutual understanding, 
which is often a synonym for the 
name on the dotted line. 

Elmer Wheeler, exponent of the 
“planned sales talk,” was one of the 
luminaries on the opening session. 
Reiterating the admonitions pre 
sented to many other organizations, 
Mr. Wheeler told the direct mail ex- 
perts that either the salesman or the 
letter writer has 10 seconds or less 
to catch prospects’ interest. 

Mr. Wheeler said that it is possible 
to invent a phrase which will focus 
the attention of the prospect for any 

(Continued on Page 46) 
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PRACTICAL BUILDER 


advertisers 


80.53% of PRACTICAL 
BUILDER readers select, 
recommend or cooperate in 
selecting kitchen cabinets 
when they build on contract. 


. 


PRACTICAL BUILDER, 


CHICAGO > 


*Survey will be sent upon request. 
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\ Biggest net profits are 
. | earned where sales volume is not only large 
but concentrated. 


= , The greatest concentration of people is in 
4 the country's GREENEST PASTURE ... that 
ae | 20-state northeastern section where 60% of 
me | all America lives and 67% of all America’s 


= retail goods are sold. 


\\ | | \\ s The Black area (Metro- 
politan’s Market) does 
twice as much business as 
the entire balance of the 
country. 


JIT 
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In this greenest of all green pastures 
Metropolitan concentrates 93% of its 7 to 9 
million circulation. 


Metropolitan_-=:—weekl 


Color Additional or alternate papers 


Metropolitan Boston HERALD @ Buffalo COURIER-EXPRESS 
Chicago TIMES @ Detroit FREE PRESS @ New York 
HERALD TRIBUNE @ St. Louis POST-DISPATCH 
Washington POST 
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Baltimore SUN @ Boston GLOBE e Buffalo TIMES @ Cleveland PLAIN DEALER 
Chicago TRIBUNE @ Detroit NEWS e New York NEWS e Pittsburgh PRESS 
Philadelphia INQUIRER @ Si. Louis GLOBE-DEMOCRAT e@ Washington STAR 
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Tabloid Roto 
for 5 Papers 
in Metro Group 


New York, Oct. 14.—Abandonment 
of the policy of reproducing discon- 
nected pictures in newspaper roto- 
gravure supplements in favor of 
presentation of complete pictorial 
stories has resulted in adoption of 
tabloid format for this section of two 
members of Metropolitan Sunday 
Newspapers, with several others 
making plans for such a change be- 
fore the first of the year, it was 
learned here today. The Detroit 


News adopted tabloid format for 
its rotogravure section last Sunday 
and the Philadelphia Inquirer has an- 
nounced adoption of that size effect- 
ive Nov. 14. 

The Pittsburgh Press, Buffalo 
Times and Boston Globe, other mem- 
bers of Metropolitan Sunday News- 
papers, are adjusting their produc- 
tion facilities and will make similar 
changes before Jan. 1, 1938. 

The New York News, another mem- 
ber of the group, is tabloid through- 
out. It has been unusually success- 
ful in creating retail color rotograv- 
ure lineage, one recent issue having 
carried nine full pages from this 
classification. 

The sensational success of picture 
magazines is responsible for the new 


viewpoint of newspapers toward 
their rotogravure sections, experts 
agree. The recent past has witnessed 
the progress of pictorial treatment 
from a potpourri of unrelated sub- 
jects to a graphic and continuous 
narration of a story. The tabloid 
size lends itself best to this type of 
treatment, it is generally believed. 

The Des Moines Register and 
Tribune, which is regarded as one 
of the pioneers in the development 
of pictorial stories, continues to 
print its rotogravure section in full 
size, however. 


One for Rickard 
Howe Scale Company, Rutland, Vt., 
has appointed Rickard & Co., Inc., 
New York, to handle its advertising. 


Barteau with Fairbairn 


John F. Barteau, formerly with 
Wilson H. Lee Company, New Haven, 
Conn., has joined John B. Fairbairn 
Advertising Agency, Hartford, Conn., 
as account executive. 


Brooks Togs Appoints 


Moore & Hamm, Inc., New York, 
has been appointed to handle adver- 
tising of Brooks Tailored Togs, Inc., 
New York. Newspapers and class 
magazines will be used. 


Names Carter-Thomson 


The Taylor Provision Company, 
Trenton, N. J., manufacturer of Tay- 
lor’s pork roll, has named Carter- 
Thomson Company, Philadelphia, as 


advertising agency. 


apvertisinc TO ENTIRE FAMILIES 


IS THE WAY TO MAKE SALES AT LOWER COST 


REACH 
THE 


Countless products, 


pally on the way 


N advertising story that 
goes home and reaches 
both the husband and 

the wife has a much better 
chance to result in a sale. 


ances and services require 
an OK from the entire fam- 
ily rather than the approval 
of a single individual. 


The Sun is bought princi- 


Men buy it at news stands 


appli- 
young, active 


While The Sun can sell the 
purely masculine or femin- 
ine products, it has the spe- 
cial advantage of being 


home. 


after work, read it in train, 
subway or bus and then 
carry it into the home where 
the women can read it too. 
All through the residential 
sections of New York where 


The Sun leads in home and 
family-readership. 
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ilies. 
people live, 


able to influence entire fam- 
It does the complete, 


all-round job by reqularly 
getting into New York's ac- 
tive-buying homes and 
reaching all members of 
the family. 


CAR LUBRICATION 
POLITE FICTION, 
EXPERT ASSERTS 


Only 1 Per Cent of Retailers 
Do Good Job 


Chicago, Oct. 13.—Charges that 
less than 1 per cent of the country’s 
petroleum retailers are equipped to 
provide the automotive lubrication 
recommended by car manufacturers 
induced the National Oil Marketers 
Association to divert its eyes from 
Madison, Wis., today, at least mo- 
mentarily, as its annual convention 
got under way at the Stevens Hotel. 

It was J. S. Keller, sales director, 
Chek-Chart Corporation, Chicago, 
who made the vigorous assertion 
that the association is relying too 
much on legislation and too little on 
education of members’ retail outlets. 
His figure was taken from a recent 
survey by Valvoline Oil Company, 
Cincinnati. 

“Granting that the conclusions of 
the company are wrong,” said Mr. 
Keller, “and that actually 50 per cent 
of all retailers are capable of doing 
the job they take money for doing, 
we must admit that a large and per- 
tinent problem has been tossed di- 
rectly into the lap of the industry.” 

Attendance at the convention was 
below average, many members of 
the association having been called 
to the “oil conspiracy” trial at 
Madison as witnesses. The associa- 
tion cheerfully admits that its cries 
caused the government to take the 
trail which resulted in indictments of 
a large number of oil companies and 
their officers. 

Mr. Keller, the lubrication expert, 
said that 400,000 retail outlets serv- 
ice 29,000,000 cars and do it very 
poorly. On the basis of 667 gallons 
per car per year, the average sta- 
tion sells 50,000 gallons of gasoline, 
which, at a gross profit of four cents 
a gallon, leaves a gross margin of 
$2,000. Another $500 comes from oil 
sales, making the average gross 
profit of each station about $2,500. 

This somewhat discouraging pic- 
ture, he asserted, can easily be 
changed by any jobber or individual 
station owner interested enough in 
his business to do a good lubricating 
job. If a dealer won the reputation 
of being a lubricating expert, he 
could not only make handsome 
profits on that work alone, but 
would have a golden opportunity of 
selling each motorist other badly 
needed supplies during the half hour 
he was on hand to witness the lubri- 
cating operation. 

Petroleum retailers, he concluded. 
get less than one-fourth of the bil- 
lion dollars motorists spend annually 
for replacement equipment, such as 
tires, spark plugs, windshield wipers 
and other perishable goods. 


Complete Broadcast- 
ing Facilities Wired 
and Transcribed 


TRANSAMERICAN BROADCASTING 
AND TELEVISION CORP. 


JOHN L. CLARK, PRESIDENT 


NEW YORK 

521 Fifth Ave. 

MUrray Hill 
6-2370 


HOLLYWOOD 
5833 Fernwood 
Avenue 
HOtlywood 5315 


CHICAGO 
333 N. Michigan Ave. 
STate 0366 
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Correspondents for The Christian Science Monitor are trained 


cia | to find the causative thinking behind every important event 
so | and to sort, sift, analyze and interpret objectively the news 
am they report. In covering, for instance, a strike situation, a 
ery ; supreme court decision, or a meeting of world diplomats, their 
a story includes not only an account of major events— this 
ot happened, the other happened, something else is occurring — 
00. but also the complete background of the situation. Such re- 
os i porting—interpretive reporting—brings out the full meaning 
tng of bare events and explains them in their true significance. 
om Schools of journalism use Monitor news reports as models of 
caly good writing. 

aed. Readers appreciate the Monitor's intelligent approach to 
ra the news. And their appreciation is reflected in their response 
_ ‘ to advertisements in the Monitor. May we show you the 
=| way to profit by this responsiveness ? 


-| THE CHRISTIAN SCIENCE MONITOR 


PUBLISHED BY THE CHRISTIAN SCIENCE PUBLISHING SOCIETY, ONE, NORWAY STREET, BOSTON, MASSACHUSETTS 


NG CHICAGO OFFICE: 333 NORTH MICHIGAN AVENUE 


OTHER BRANCH OFFICES: New York, Detroit, St. Louis, Kansas City, San Francisco, Los Angeles, Seattle, 


6 me 
Yd a Miami . . . London, Paris, Geneva 
15 4 
4 6 se g: , =i eS ee eT ae roy Be ed 
J A DAILY News PAPER FUCHR ae Aiea 
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Studebaker’s 
Flying Autos 
Move to Show 


(Picture on Page 51) 


South Bend, Ind., Oct. 14.—Stude- 
baker’s five flying automobiles, the 
Waterman Arrowbiles, are proceed- 
ing across country today in the 
guise of aerial craft and despite 
individual misfortunes, are making 
good enough progress to insure the 
appearance of one or more at the 
New York Automobile Show. 

The vehicles, introduced last 
spring, have detachable wings which 


can be removed to enable the pilot 
to ride through city streets. 

All of the flying automobiles are 
powered with Studebaker engines. 
Their prowess as fliers has proved 
disappointing at times, but they can 
always get over the ground as ordi- 
nary cars when their wings fail. 
While Studebaker has no immediate 
intention of offering the machines 
commercially, it is reaping a pub- 
licity harvest, as appearance of one 
of the strange craft in any popula- 
tion center is always the signal for 
the gathering of a crowd of large 
proportions. 

Several of the cars were on hand 
during the Cleveland Air Races, 
which set aside an event daily for 
them. 


FAIR TRADE LAW 
DISCUSSION 10 
BE ANA FEATURE 


New York, Oct. 14.—With one en- 
tire session to be devoted to a dis- 
cussion of fair-trade-practice laws 
the 28th annual meeting of the As- 
sociation of National Advertisers 
promises to be one of the most sig- 
nificant in recent years, it was re- 
vealed here today. 

Meeting at the Homestead, 


Hot 


Springs, Va., Oct. 27-30, general and 
group sessions will be held at which 
problems related to advertising and 
marketing will be discussed by well 
known personalities, including John 
Benson, president, American Associa- 
tion of Advertising Agencies; Donald 
S. Shaw, McCann-Erickson, Inc.; 
Gordon E. Cole, Cannon Mills, Inc.; 
M. H. Leister, Sun Oil Company; 
B. C. Duffy, Batten, Barton, Durstine 
& Osborn, Inc.; Representative John 
E. Miller, of Arkansas; Edward S. 
Rogers, of the law firm of Rogers, 
Ramsay & Hoge, New York; Lewis 
Brown, president, Johns- Manville 
Corporation, and Frank Kent, Wash- 
ington political writer. 

The first day will be devoted to 
closed meetings to which only mem- 


WALL ST, 


ake any issue, from Monday to Saturday, 


and you'll find in The Wall Street Journal a 


daily average of 35 news stories about the 


activities of "FIRMS THAT ADVERTISE.” 


Q M 
— 


~ 


his essence of full, 


fair and true business news, diluted by no per- 


sonals, gossip or chit chat, is printed for the 


concentrated attention of 100,000 busy men. 


bers of the association will be ad. 
mitted, with the afternoon session 
given over to group meetings. The 
following day the meetings will like- 
wise be closed except for admittance 
of invited agency representatives, at 
which discussions will devolve 
around newspapers, magazines, out- 
door radio, and display. 

Expanded further on the third day 
to include invited guests among pub- 
lishers, broadcasting executives and 
representatives of other media, the 
sessions will be given over to a thor- 
ough discussion of the problems pre. 
sented by the multiformity of fair 
trade laws, both federal and state. 
The two principal speakers will be 
Representative Miller, co-author of 
the Miller-Tydings Act and Mr. Rog. 
ers, author of the important Section 
1¥, of the original fair trade law 
enacted by California. 


Announce Committee 


In addition to the speakers 
already mentioned, the following are 
also scheduled to take a prominent 
part in the proceedings: Dr. Alex- 
ander Dye, chief of the Bureau of 
Foreign and Domestic Commerce; 
Dean Donham, Harvard Graduate 
School of Business Administration; 
Arthur Kudner, of the advertising 
agency of that name, and Mrs. W. D. 
Sporborg, chairman of the legislative 
committee of the General Federation 
of Women’s Clubs. 

The chairman of the program 
committee is H. W. Roden, Johnson 
& Johnson, with A. E. Tatham, Bauer 
& Black, co-chairman. Serving with 
them on the committee are: B. A. 
Broughton, Willard Storage Battery 
Company; A. O. Buckingham, Cluett, 
Peabody & Co., Inc.; Harry H. Cas- 
well, W. F. Young, Inc.; George W. 
Cobb, Jr., American Can Company; 
A. N. Dingee, The Electric Storage 
Battery Company; Arthur A. Fisk, 
Prudential Insurance Company of 
America; E. Hammer, Schering Cor- 


poration; Carleton Healy, Hiram 
Walker, Inc.; Joseph M. Kraus, 
A. Stein & Co.; Kenneth Laird, 
Weco Products Company; C. H. 


Lang, General Electric Company; 
John C. Long, Bethlehem Steel 
Company; Elliott McEldowney, Cities 
Service Company; Paul E. McElroy, 
Ethyl Gasoline Corporation; Theo- 
dore Marvin, Hercules Powder Com- 
pany; W. H. Mathee, Scott & Bown; 
H. M. Shackelford, Johns-Manville 
Corporation; Leo Nejelski, Swift & 
Co.; Gordon E. Cole, Cannon Mills, 
Inc.; Allan Brown, Bakelite Corpora- 
tion; M. H. Leister, Sun Oil Com- 
pany; Harold B. Thomas, The Cen- 
taur Company; D. P. Smelser, Proc- 
ter & Gamble Company. 


Keeling Appointed 

Keeling & Co., Indianapolis, has 
been appointed to handle advertising 
for the Asbesto Mfg. Company, Hunt- 
ington, Ind., maker of Amco brake 
linings. Business papers and direct 
mail are planned. Don H. Collins is 
account executive. 


Palmer Joins “Stage” 


Stage, New York, has appointed 
Charles C. Palmer to its Eastern ad- 
vertising staff. He was formerly 
with Sportsman, 


a 


COUNTER MERCHANDISERS 


Buyer meets seller—over the count- 
er! The counter, therefore, is the 
choice position from which to de 
liver your sales message. 


“U-S” Merchandisers are building 
brand preference—making sales 4 
low cost! 
Take “U-S” experience into consid- 
eration when planning your next 
program, 


The UNITED STATES PRINTING a 
LITHOGRAPH COMPANY and DIVISIONS 


Home Office: 320 Beech St., Cincinnati, % 
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HOW MANY TIMES MUST I TELL YOU GUYS— 


Follow YOUR INTERFERENCE!” 


To put your product across with women, take the 


An equipment article clears the 
way for an improved refrigerator 
--.a fashion page breaks down opposition to a current style... a single recipe 
opens up the field for a new food—and brand-selling makes gain on gain! 
Such things are accomplished by women’s magazines all the time. What 


other media can offer you equal support? 


In its constant discussion of products, Woman’s Home Companion not 


only speaks your language—but that of its readers. 


line of least resistance—follow the “interference”! 


Twelve times a year, nearly 
1,600 Reader -Editors send in 
complete reports to the Companion—news of what they are doing, think- 
ing, eating, wearing, buying. And from this cross-section, Companion 
editors get a picture of the entire Companion audience, sharply focused 


to its actual needs and wants. 


Sales to make? At the end of the first half, 2,981,826 Companion readers 


are Pre-Sold! 


woman's Wow HOM PAI IO Ngspestrmnt 


CIRCULATION 2,981,826 


'HE CROWELL PUBLISHING COMPANY, NEW YORK . PUBLISHERS OF COLLIER’S . THE AMERICAN MAGAZINE : THE COUNTRY HOME MAGAZINE 
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Mangan Hails 
The Dwiggins 
Layout Touch 


Chicago, Oct. 14-—W. A. Dwig- 
gins, designer of type faces and ex- 
pert on advertising layouts, is as 
great in his field as Shakespeare was | 
in his, asserted James T. Mangan, 
advertising manager of the Mills 
Novelty Company, in addressing the 
Chicago Federated Advertising Club 
today on the subject, “Design in Ad- 
vertising.” 

Emphasizing the growing impor- 
tance of the design movement in ad- 
vertising, Mr. Mangan urged his 
hearers to acquaint themselves with 
the work of the great contemporary 
designers like Mr. Dwiggins, and to 
absorb the atmosphere of modern 
design through ownership and study 
of the best examples of advertising 
craftsmanship. 


Leave “Taste” to Artist 


He said that radio has reduced the 
importance of copy, in the sense of 
written words, and that the well-de- 
signed advertisement is seen and 
understood at a glance. The words 
are important and significant only if 
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they do not need to be read to ap- 
prehend the advertiser’s message. 

Urging greater appreciation and 
use of the expert designer and 
craftsman in the advertising field, 
Mr. Mangan ridiculed the preten- 
sions of the average advertising ex- 
ecutive to ability to pass on ques- 
tions of good taste in advertising. 
These lie in the field of the artist 
and must be decided by him. 

“Advertising should have a quality 
as great or greater than the product 
advertised,” said Mr. Mangan. “Un- 
less it is prepared with freshness of 
viewpoint, sincerity and sympathy, 
and unless each advertisement con- 
tains something of the quality of in- 
vention in presentation, advertising 
fails to pay as it should. 

“Design considers each advertise- 
ment as an ensemble, and builds it 
as a unit. The advertisement as a 
whole should be a thing of superb 
craftsmanship—not in the sense of 
deluxe or ‘fancy’ appearance, but in 
the sense of being absolutely right 
for the purpose intended. And it 
must be pointed specifically toward 
an objective. That is the function of 
design.” 


Luger to KSTP 


Douglas Luger has joined the 
Minneapolis sales staff of KSTP, 
Minneapolis. 


REFUNDS. RARE 
ON GUARANTEED 
ADVERTISEMENTS 


Magazines Report on Guar- 
antees, Copy Vigilance 


Chicago, Oct. 14.—With self con- 
trol in advertising a subject of rap- 
idly increasing importance, efforts of 
magazine publishers to establish 
reader safeguards and results ob- 
tained present an encouraging pic- 
ture today, according to a survey 
by ADVERTISING AGE, 

While only a handful of magazines 
carry written guarantees, reports of 
publishers indicate an _ increasing 
rigidity in copy censorship to avoid 
innocent as well as intentional con- 
fusion of readers and the number 
of complaints by purchasers of ad- 
vertised articles has been negligible, 
the study disclosed. 

Included among publications which 
have written guarantees are Better 


HE 


UPSTATE 57.2% 


PORTLAND 42.8” 


RETAIL SALES IN *OREGON 


UPSTATE 60.3% 


PORTLAND 39.7% 


*Southwestern counties of Washington are part of the Oregon market. 
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opera singer (largest daily 


circulation—116,583 net paid) 
has hit a new HIGH!.. 
really warble, too! While our old- 
time friend the Hurdy-Gurdy-Man 
(lowest milline rate) hits a new 
LOW— 
The wealthy applaud the Opera 
Singer—the masses applaud the 
Hurdy-Gurdy —together they spell 


. she can 


no monkey business there! 


a real combination} complete cover- 


age.. 


. and what's more import- 
ant—RESULTS! 


Take advantage mow, and then sit 
back for a grand performance! 


- 


The OREGONIAN 


PORTLAND, OREGON 


Color Representatives: ASSOCIATED WEEKLY Inc., New York, Chicago, Los Angeles, San Francisco 
National Representatives: VERREE & CONKLIN, 285 Madison Ave., New York 
333 N. Michigan Ave., Chicago * 321 Lafayette Blvd., Detroit * 5 Third St., San Francisco 


SAFETY SLANT 


ONE PUSH ON THE BRAKE 
44 worth 
TWO ON THE HORN 


SCHOOL HAS STARTED 
DRIVE CAREFULLY 
Careful driving is part of every Borden 
Wieland driver's job. In the last four years 


in Chicago alone, our men have driven 
and 1,114 of these men 
have been awarded Safe Driver Emblems = =: 
for operanng four years without am accident! 


38,149,800 miles 


Institutional 

Milk Company in Chicago newspapers 

has taken an effective new tack with the 
popular traffic safety theme. 


copy of Borden-Wieland 


Homes and Gardens, Good House- 
keeping, Home Arts-Needlecraft, Mc- 
Call’s, Macfadden Publications, Suc- 
cessful Farming, Farm Journal, The 
Farmer’s Wife and The Instructor. 


Guarantee Easily Understood 


Meredith Publishing Company, in 
Better Homes and Gardens and Suc- 
cessful Farming, carries this guar- 
antee: 

“We guarantee that your money 
will be returned or that satisfactory 
adjustment will be made if you pur- 
chase any article advertised in this 
issue which is not as represented in 
the advertisement.” 

The guarantee has been in effect 
15 years and H. H. Brown, of the 
advertising department, describes it 
as “a simple, direct statement, eas- 
ily understood by the reader.” 

“We interpret it literally,” he 
added, “and make no effort to avoid 
responsibility through technicalities. 
It follows that we insist on adver- 
tisers stating their proposition 
plainly. Statements are frequently 
made that are technically correct but 
stated in a way that would be mis- 
interpreted by the average reader. 
Obviously advertisers must be finan- 
cially responsible, able to carry out 
their promises and make good on 
their own guarantees. 

“What reaction do we get from 
our guarantee? In numbers, not as 
many subscriber complaints as you 
would think. In other words, only 
a comparatively few subscribers have 
any complaint to make regarding 
their dealings with our advertisers. 


Dealer Complaints Adjusted 


“The complaints we do receive are 
usually very minor; a request for a 
catalog and sometimes an order or 


remittance lost in the mail; ship- 
/ments delayed beyond reasonable 
| 


“A more serious type of complaint 
|is the failure of the local dealer or 
agent to install equipment properly 


| time, ete. 


or handle his customer’s complaint 
diplomatically. In 99 out of 100 cases 
the complaint is adjusted satisfac. 
torily, as soon as the advertiser se. 
cures the facts. 

“There are a few cases, however, 
where the publisher must reimburse 
his subscriber. As soon as we de. 
termine the facts, if the advertiser 
still fails to make the necessary ad. 
justment, our check goes to the sub- 
scriber promptly.” 

The company also has set up these 
censorship policies: 


Competitive Angle Governed 


“Advertising copy must be truth. 
ful and, more than that, not mis. 
leading. 

“Advertisers cannot make state. 
ments regarding competitors that 
are derogatory. The statement may 
be demonstrably true but if in the 
form of an insidious comparison it 
will be rejected. The same statement 
made as a positive claim for the 
product is successful. 

“Statements of fact as true are 
accepted if made by a responsible 
company or advertising agency. If 
the statements are questioned, the 
burden of proof is on the advertiser.” 

In this case the publisher presents 
himself in the role of assuming re- 
sponsibility for the business rela- 
tions of the advertiser using his 
publication and frequently the “fair 
play policy” involves merely calling 
a violation to the attention of the 
advertiser concerned, with a con 
structive suggestion for a change in 
copy. When a question of possible 
prejudice on the part of the publica- 
tion is called up, the National Better 
Business Bureau’s services are 
sought. 


Refund Records Clear 


W. C. W. Durand, director of Mac- 
fadden Publications’ advertising in- 
vestigation department, reported 
that guarantees are in effect on all 
magazines of the company and that 
there have been no cases of refunds 
necessitated on the part of the pub- 
lisher. 

McCall’s carries the statement on 
its editorial page, “Truth in Adver. 
tising; McCall’s Magazine will not 
knowingly insert advertisements 
from other than _ reliable firms.” 
While no records have been kept 
concerning refunds, there have been 
no adjustments in the last three 
years, it was reported. 

The Farm Journal’s guarantee is 
headed “Fair Play” and declares: 

“We believe that all the advertise- 
ments in this magazine are trust- 
worthy. To prove our faith by 
works, we will make good to actual 
subscribers any loss sustained by 
trusting advertisers who prove to be 
deliberate swindlers. Just as we 
cannot guarantee a pig’s tail to curl 
in any particular direction, so we 
shall not attempt to adjust trifling 
disputes between subscribers and 
honorable business men, nor pay the 
debts of honest bankrupts. This offer 
holds good one month after the trans- 
action causing the complaint.” 

The Farmer’s Wife carries the fol- 

(Continued on Page 45) 


National 
Representatives, 

| Edward Petry ¢@ Co., 
Inc. 


NASHVILLE, TENN. 


‘Pst 


No other medium in 


the WSM market can 
give your product as much prestige 
among your distributors as WSM. 


Owned and operated by The National Life & Accident Insurance Co., Inc. 
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ANPA President 
on Program of 


Inland Press 


Chicago, October 14.—Featured by 
the presence of James G. Stahlman, 
publisher of the Nashville Banner, 
and president of the American News- 
paper Publishers Association, the fall 
meeting of the Inland Daily Press 
Association will be held at the Hotel 
Sherman Oct. 19-20. Mr. Stahlman 
will speak at the Tuesday luncheon, 
taking as his text, “Some Things for 
the Press to Think About.” 

Equally provocative is the subject 
of Will W. Loomis, publisher of the 
Citizen, LaGrange, Ill., and president 
of the National Editorial Associa- 
tion, who will discuss “Erosion in 
the Newspaper Field.” 

Another highlight of the meetings, 
closed to all except members, will 
be the appearance of Orlando C. 
Harn, managing director, Audit Bu- 
reau of Circulations, Tuesday morn- 
ing. Mr. Harn will answer a barrage 
of questions bearing on definition of 
the trading areas of daily newspa- 
pers. 

The convention, the first since the 
establishment of headquarters in Chi- 


cago, will consider methods of pro- 
curing prompt exchange of informa- 
tion of interest to publishers. The 
proposed organization, Mid-West In- 
ter-Association Council, will be dis- 
cussed Tuesday afternoon, with JS 
Gray, chairman of the board, pre- 
siding. 

Sectional meetings, according to 
functions, will occupy the publishers 
Wednesday morning. Edith Ells- 
worth, space buyer in the Philadel- 
phia office of Roche, Williams & 
Cunnyngham, will be speaker at the 
advertising departmental. 

The European situation will be de- 
scribed at the Wednesday luncheon 
by E. P. Chase, News-Telegraph, At- 
lantic, Ia., newly returned from the 
continent. 


To American Spirits 
Leonard Harrison, formerly with 
Peck Advertising Agency, New York, 
has joined American Spirits, Inc., as 
assistant to Walter Ruby, vice-presi- 
dent in charge of advertising and 
sales promotion. 


Falstaff on Air 


Falstaff Brewing Corporation, St. 
Louis, will sponsor a weekly dra- 
matic series, Public Hero, over a 
Western NBC Red network beginning 
Oct. 18. Gardner Advertising Com- 
pany, St. Louis, is in charge. 


ZENITH ISSUES 
NEW GUARANTEE 
AND CHALLENGE 


Urges Dealers to Demand 
Statement from Others 


Chicago, Oct. 14.—Urging dealers 
to insist on obtaining the same pro- 
tection from other manufacturers, 
Commander E. F. McDonald, Jr., 
president, Zenith Radio Corporation, 
today issued to his dealer organiza- 
tion a signed guarantee against ad- 
ditional new models or change in 
factory list prices before the end of 
this radio season in the spring of 
1938. 

Commander McDonald initiated 
this policy a year ago on the theory 
that losses on dealer inventory and 
time payment paper were caused 
chiefly by too many price and model 
changes. 

In issuing the new guarantee, the 
Zenith president is asking distribu- 


* EXTRA INCOME FOR 
MODERNIZATION AND 
MAINTENANCE DUE TO 
INCREASED RENTALS 
IN 1937 OVER 1934, 


99,000,000.00 more income means tremen- 
dous extra buying power for the subscrib- 
ers to BUILDINGS AND BUILDING MAN- 
AGEMENT. 


You can reach this buying power ade- 


quately only through BUILDINGS AND 
BUILDING MANAGEMENT. 


In an independent survey, building owners 
and managers almost unanimously de- 
clared their first choice magazine to be 


BUILDINGS AND BUILDING MANAGE- 


MENT. 


Success secret: Concentrated circulation, 
selective editorial content, and 32 years of 
close personal contact with this field. 


27,830 
COMMERCIAL BUILDINGS 


6,031 


SPECIALIZED BUILDINGS 


41,390 


APARTMENT BUILDINGS 


115,502 


MISCELLANEOUS PROPERTIES 


PORTER-LANGTRY COMPANY, Publishers 


CHICAGO—139 N. CLARK ST. 


ABC—ABP 


60 EAST 42ND ST., NEW YORK 


BUILDINGS AND BUILDING MANAGEMENT 


CONFIDENCE KEYNOTES GLENMORE DISPLAY 


Tied in with its long used “confidence” theme, Glenmore Distilleries, Inc., Louis- 

ville, has launched distribution of this new window display with the rabbit-in-hat 

giving graphic contrast emphasis to the theme. W. J. Rankin Corporation, Chi- 
cago, produced the display. 


tors to make reports on the reaction 
of every dealer to the idea of pro- 
tection for a definite period. 


Cites Distress Copy 


In a letter to Zenith dealers, Com- 
mander McDonald deplored condi- 
tions in the radio field which have 
resulted in a large volume of cut- 
price advertising during even what 
is considered the radio season. From 
Jan. 1 to April 10, he asserted, this 
type of advertising accounted for 
about 220,000 lines in newspapers of 
only three cities. 

The new Zenith guarantee reads 
as follows: 

“We the undersigned, guarantee 
that there will be no additional or 
new models nor any change in fac- 
tory list prices of our present line 
of Zenith household receiving sets 
before the end of this radio season 
in the spring of 1938. 

“We further agree and guarantee 
to take back from you and refund 
to you your full purchase price paid 
to us on any current models you 
may have on hand or desire to re- 
turn between now and the spring of 
1938, if there are any additional or 
new models or any change in factory 
list prices of our current line of 
Zenith household receiving sets, as 
shown in the attached Zenith cata- 
log No. 3720-R.” 

“Suppose someone in the auto- 
mobile industry were suddenly tc 
decide to upset the practices of 
bringing out new models in the 
autumn just before the automobile 
show, announcing them in June in- 
stead,” said Edgar G. Herrmann, ad- 
vertising manager of Zenith, in dis- 
cussing the company’s policy. 


Afflictions of Radio 


“Then suppose he were to give his 
distributors instructions to adver- 
tise his-entire present line, only six 
months old, at greatly reduced 
prices? In other words, suppose he 
were to bring out new models twice 
a year and have a good big slaughter 
sale twice a year. 

“Wouldn’t that cause a terrific up- 
roar among the automobile manu. 
facturing and selling fraternity? I 
certainly believe it would. Yet that 
is exactly what has been happening 
in radio for years now. It was be. 
gun by one manufacturer and one 
by one, others have adopted the pol- 
icy of bringing out some new models 
in December or January after the 
Christmas rush is over. 

“This might not be so bad if the 
models were genuinely new. Usually 
however, only a slight change is 
made in the cabinet or the controls 


—just enough to force dealers to 
throw present six-month-old radios 
on the market at forced reductions. 

“The result? Profit gained during 


the autumn is eaten up by the losses 
taken on reduced prices. Time pay- 
ment customers are dissatisfied and 
time payment contracts are endang- 
ered. Many repossessions take place 
Radio dealers are kept in a continu- 
ously unhappy, uncertain and un- 
prosperous state.” 


Gallagher Joins RCA 


Frank Gallagher has been = ap- 
pointed RCA Victor sales representa- 
tive in Northern Ohio and will be 
located in Cleveland. 


Piggly Wiggly, Safeway 
erge Advertisements 


Independent advertisements pub- 
lished weekly by Safeway Stores, 
Ltd., and Piggly Wiggly Canadian, 
Ltd., in Vancouver newspapers will 
be merged in the future. 

Safeway acquired control of the 
Piggly Wiggly chain two years ago 
in Western Canada, but the merger 
is the first public indication of any 
co-operative merchandising action by 
the two chains. 


S-N News Out 


Scott-Newcomb, Inc., St. Louis, has 
begun publication of “The S-N 
News,” four-page house organ. It is 
issued monthly. 


Quinn Appointed 


J. Louis Quinn, formerly with 
Frank A. Munsey Company, New 
York, has joined the copy staff of 
Schwab & Beatty, Inc., New York. 


WHEN IN DOUBT 
FOLLOW LOCAL 
ADVERTISERS! 


Observance of that sort of 
rule would leave no room 
doubt 
Kansas is under considera- 
In this state local 
advertisers never hesitate a 


for when rural 


tion. 
minute in their selection 


They pick 
of 


of media. 
KANSAS FARMER, 


course. 


Most of these advertisers, 
living among the subscrib- 
ers of KANSAS FARMER 
and knowing at first hand 
its ‘tremendous influence 
and prestige, never give 
another farm publication 


serious consideration. 


The reaction of such in- 


dividuals to their state 
farm paper is of utmost 
importance to every man- 
ufacturer who has some- 
thing to sell to farmers. 
Kansas livestock men, 
anxious to secure maxi- 
mum results, are placing 
advertising exclusively in 


KANSAS FARMER. 


Kansas Farmer 
er Topeka, Kan. 
Arthur Capper, Publisher 


115.000 SUBSCRIBERS 
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American Weekly fo Enter 


Million More Homes _ #8 


NEW YORK Sep: 24 — The dentifrices 
rican Weekly announced tada, | le; ah 
t for the first + . 


Readers to Join Family:=: 
Of Famed American Weekly on Jan. 2/2" =": 


Ma 


Families 


Headlines of news stories that re- 
ported one of the most significant 
developments in publication history. 


The following story appeared recently in news columns of leading newspapers throughout the country: 


7 AMERICAN WEEKLY announces that for the first time in 


its forty-one years of publication it will be distributed 
on a large scale with Sunday newspapers other than those 


owned by Mr. W. R. Hearst. 


Etfective January 2, 1938, the magazine, which already reaches 6,000,000 
homes, giving it by far the largest circulation in the world, will add another 
million by including as its distributing publications the following Sunday 
newspapers: 

Minneapolis Journal 
Nashville Tennessean 
Wichita Beacon 


Buffalo Courier Express 

Cleveland Plain Dealer 

Houston (Tex.) Post 
These six Sunday newspapers will deliver into the homes of their million 
customers every week the same magazine that goes into six million homes 
through the Hearst Sunday newspapers, creating an unduplicated audi- 
ence of 7,000,000 families for one publication. 


Unique Editorial Formula 


This new step forward by The American Weekly, with its even greater 
possibilities, is the result of a unique editorial formula conceived by Mr. 
Hearst in 1896 and adhered to ever since. 

At a time when popular national magazines were devoted either to 
fiction or politics, or both, Mr. Hearst sought to provide something unique 
and grippingly interesting —something that would bring to his audience 
the glamour, the mystery, the romance of real life. The fundamental 
formula laid down in the first few years of publication still holds. The 
American Weekly’s editors search throughout the world for material that 
deals with the loves, romances, adventures and tragedies of real people, 
in high places or low, but with verifiable names and addresses. Each of 
these articles must contain the same basic plot or theme that character- 
izes the best works of fiction. 


Greatest 
Circulation 
in the World 


In those early days, science was beginning to make itself felt in Ameri- 
can life and industry. No medium of large circulation was available to 
gather, interpret and disseminate authoritative information in this rich 
field of public service. The editors of The American Weekly were the first 
to see its interest and importance. Today that magazine devotes a great 
amount of effort and space to making the developments and mysteries 
of astronomy, archaeology, biology, medicine, and the other sciences clear 
and attractive to the layman, while at the same time holding the interest 
of the initiated by the authenticity and accuracy of the material. 


Record Advertising Progress 


For the first 20 years of its existence The American Weekly remained 
exclusively an editorial power. In 1916, however, with a circulation of 
2,000,000, it entered the national advertising field. 

In the next ten years or so it progressed in advertising linage from zero 
to 522,055 lines (Printers’ Ink figures for 1927) and in circulation to about 
five million. 

The progress of The American Weekly continued, as well as its recogni- 
tion as one of the great forces in American advertising. 


From 522,055 lines in 1927-it jumped to 784,736 in 1928, an increase 
of more than 50 per cent. Succeeding years showed big gains. In 1929 
there was an increase of 134,346 lines. In 1930, with the depression paring 
down national magazine linage, there was another increase to 923,822 
lines. And the vitality of The American Weekly was revealed to its maxi- 
mum when in 1931 it passed its 1929 and 1930 records and reached the 
amazing figure of 978,380 lines, an all-time high up to then (Printers’ 
Ink figures for 1931). 

The depression finally caught up even with The American Weekly, 
with a slight recession in 1932 and in 1933, but the turn came in 1934, 
and further increases were made in 1935. 


- Branch Offices 


Epison Buipc., Los ANGELES . . 


Patmotive Buipoc., CHICAGO . 


- Hearst Broc., San Francisco . 


“The National Magazine with Local Influence” 


Main Office: 959 Eighth Avenue, New York City 


5 WintHrop Square, Boston . 


. Generar Motors Btipc., Detroit . 


. ARCADE 


. Hanna Buioc., CeeveLannd . 


All evidence of depression disappeared in 1936 when The American 
Weekly surpassed its all-time high figure by recording its first million-line 
year —1,041,068 lines. No other national magazine made anywhere nearly 
so great an increase, and no magazine which had been in business for 
more than a few years equalled its 1929 figure. 


Even more interesting to students of advertising than the increasing 
recognition of The American Weekly is the continued improvement in 
the type and quality of the advertising. When the new pace was set in 
1927 new standards were set, copy formerly accepted was rejected, and 
orders running into the hundreds of thousands of dollars were refused 
the first few years. 


Outstanding Automotive Recognition 


Important advertisers welcomed the change. In 1926 and 1927 drug store 
products linage was the most important classification in The American 
Weekly. In 1936, however, food and food beverage linage made up the 
biggest classification and The American Weekly led all national magazines 
for that field by nearly 100,000 lines. It also led all magazines in drug store 
linage, but that linage consisted largely of cosmetics and dentifrices —and 
even with that leadership, drug store products linage in The American 
Weekly had to bow to automotive and accessories. 


From almost nothing in 1926 and 1927 in that classification The American 
Weekly by 1936 had become one of the outstanding mediums in the auto- 
mobile and automotive advertising field. 


Many offers for the rights to distribute The American Weekly through news- 
papers other than Mr. Hearst's have been received and refused in the past ten 
years. It was felt previously that the time was not ripe for such a venture. 
However, the management has decided that today the trend to The American 
Weekly is sufficiently definite to extend its operations and make available a still 
greater national market for its growing list of important magazine advertisers. 


ERICAN 
WEEKLY. 


Bioc., St Louis 
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They Don’t Get It 


It is natural for an advertiser to 
believe that the general public is 
just as much interested in his prod- 
uct as he is. Of course, it isn’t. That 
is why the eye of the reader passes 
over advertisements hurriedly, with 
merely a glance at headline or illus- 
tration. Something in the ad may 
startle, interest or puzzle the reader 
long enough to result in a second 
look or a dip into the copy. But the 
chances of a complete, thorough 
reading, from headline to signature, 
are rather remote. 

Facts like these are constantly 
turned up by field researchers who 
are finding out how the public re- 
acts to advertising. The most im- 
pressive discovery that they are 
making at present, however, is that 
in many instances the reader is suf- 
ficiently interested to note the adver- 
tisement, to remember the _ illustra- 
tion or even to recall a part of the 
copy—and in spite of these things 
has no idea as to what is being ad- 
vertised! 

This is hard to believe, but it’s a 
fact. It seems to be all too evident 
that copywriters, especially those 
who visualize a leisurely audience of 
magazine readers, are going in for a 
kind of slow-motion approach to the 
sales story which 
readers getting a 
sage without 


results in the 
part of the mes- 
actually having found 


out what it is the advertiser is trying 
to sell. 

Those who lay out and write ad- 
vertisements are putting plenty of 
skill into their illustrations and 
headlines. The ads are powerful 
enough to get attention—but they 
either fail to hold it long enough for 
the sales message to register, or the 
copywriter picks up his cue too late 
to get into the mind of the reader 
the essential facts the advertiser 
paid his money to transmit to the 
public. 

One way to speed up the effective- 
ness of advertising—and this applies 
to all publication copy, and not just 
to magazines—is to get into the 
story quickly. Don’t waste too much 
ammunition getting attention if the 
reader isn’t instantly reminded of 
the product and the company that 
makes it. Don’t editorialize on some 
general subject so long that the 
reader is no longer with you when 
the punch line is finally reached. 

If readers don’t get the story in a 
hurry, they may not get it at all. And 
if the most visible parts of the ad— 
headline, illustration and signature— 
don’t in themselves present a selling 
story, none may be registered with 
your audience. This is a situation 
which copywriters may be reluctant 
to accept, but the 
prove that it’s so. 


record seems to 


Fourth-Quarter Dividends 


The struggle to maintain business 
confidence and prevent the stock 
market from providing the key to 
1988 sentiment may be helped great- 
ly by dividend declarations during 
the current quarter, and especially 
in the last two months of the year. 

Opposition to the tax on undis- 
tributed profits is still general, and 
there is no doubt that in many ways 
it is a real handicap to sound man- 
agement of business’ enterprises. 
Yet its immediate effects in terms of 
increased consumer buying power 
are evident, and they will be very 
much felt during the 
1937. 

Considering price increases, it is 
contended that the volume of mer- 
chandise moved from. retail- 
ers to consumers at present is little 
if any greater than last year. Dollar 
volume is up, but perhaps not more 
than enough to account for increases 
in retail prices. 
provide enough 


remainder ot 


being 


The problem is to 


more purchasing 


power to increase not only dollar vol- 
ume but also volume of goods 
moved into consumption. 


The flood of dividends which will 
be released shortly should serve this 
purpose. Several hundred million 
dollars will be distributed among 
stockholders of corporations, if 1937 
is anything like 1936, and a large 
part of this big sum will be expend- 
ed promptly in retail purchases of 
one kind and another. Some of it 
may be reinvested, especially by 
large stockholders, but for the rank 
and file it will represent money to 
be spent. 

Incidentally, the declaration of ex- 
tra dividends, scheduled to start in 
volume during the next few weeks, 
should also play a part in demon- 


strating that business is moving 
along in good style and that the 
stock market has overemphasized 


what may have been initiated as a 
mild correction of the excessive op- 
timism of the first half of 1937. 


ULTIMATE REACHED IN POINT OF SALE 


Purchasing 
"There! That's what | call complete national distribution.” 


7 Ad-libbing 


For Readers Under 8 

Del Maiz does a nifty job for its 
Green Giant peas and Niblets in the 
November women’s magazines. The 
headline says the advertisement is 
for “readers under 8,” and copy de- 
velops the nursery-rhyme story of 
“the sunny green giant” who raised 
such remarkably big and tender peas 
and Niblets. 

When the little boy who thrived 
so well on them tells the giant tear- 
fully one day that he is moving to 
the city, the giant says: 

“Do not worry. I shall collect 
each day the best of them and pack 
them and send them to the city. I'l) 
put my picture on the label so you 


can always recognize them in the 
store.” 

Let’s hope some government de- 
partment doesn’t decide that this 


statement is,an utter falsehood, and 
shouldn’t be allowed to appear in 
advertising. Like that great job of 
soul-saving the Department of Agri- 
culture did a few years back on the 
“best little pigs go to Jones” copy 
of Jones Dairy Farm. 


Personal 

Yesterday our “personal” mail in- 
cluded two letters from finance com- 
panies, one eager to help us lighten 
the burden of making monthly pay- 
ments on the old family bus, the 
other just as eager to help us clean 
up all those little debts that can be 
(and are) so annoying. 

Maybe the same _ fellow’ wrote 
both letters. At any rate, they both 
contained return envelopes, so that 
we could give the details of our 
problems and make arrangements 
for having them solved by filling in 
a few lines on the flap. 

The flap of one of these envelopes 
was headed, in bold face underlined 
type, “strictly confidential,” and the 
other bore some similar sop to our 
sense of shame. And then we dis- 
covered that the paper stock on both 
envelopes is so transparent. that 
when you fill out the form and seal 
the flap, you can not only read that 
the message is “strictly confidential” 
but every other word as well. 

It seems like a mighty small point, 
but we wonder just how many times 


a harassed debtor has filled out such 
a form, sealed the envelope and 
made ready to mail it, when his hand 
was stayed by the dreadful thought 
that a lot of strange clerks and car- 
riers would share his awful secret 
just as soon as he dropped it in the 
box. 


More Personal 


Every once in a while we catch 
someone getting extra value for his 
advertising dollar with a “personal” 
ad in the daily press. ‘Personal: 
stranger wants your help in locating 
Bobby’s aunt; listen in at 2:30”; or 
“Personal: John R.—Why don’t you 
get rid of that dandruff?” You know 
the stuff. 

Frankly, we're getting fed up on 
it. Every time we rush eagerly 
through too much agate type in the 
hope of busting in on someone's pri- 
vate heartache, we come out with 
nothing better than a command to 
shave more often, or bathe with 
another kind of soap, or change our 
brand of breakfast food. 

And anyhow, Smith Brothers hit 
the peak in this type of advertising, 
in our humble opinion, with those 
car cards several years back ad- 
dressed to the man ‘who just 
coughed,” or sneezed, or whatever 
it was. 


Something Missing 

Beech-Nut takes large space in the 
daily prints to tell us that “it takes 
12 people to make you a perfect cup 
of coffee,” and it pictures every one 
of them. 

We start ‘way off at the left with 
the planter, progress rapidly through 
the patient native, the ship captain, 


the Beech-Nut blender, the cup-tester, 


the skilled roaster, another cup- 
tester, the coffee chemist, the 
grinder, the vacuum packer and the 
grocer, and surprisingly end up ‘way 
over on the right viewing a delighted 
lady about to sample a steaming cup. 

You can’t kid us, Beech-Nut. It 
may take 12 people to put your coffee 
in a vacuum-packed can on the gro- 
cer’s shelf, but it takes at least one 
more to get it out again and brew it 
before it turns up ready to. be 
quaffed. 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad. 
vertiser or advertising agency execu- 
tive writing on his business letter- 
head. 


No. 1242. Profits Answer the Ques- 
tion—Why Should I Advertise to 
the Rural Market? 


Country Gentleman has issued this 
booklet containing retail, wholesale, 
government and other figures to 
show how and why the rural market 
is essential to the profits of manu- 
facturers and distributors. Facts 
based on studies of wholesalers’ op- 
erations, and on breakdowns of re- 
tail trade association studies in the 
food, drug and hardware fields show 
what the profit offered by rural 
America means. 


No. 1243. Modern Packaging 
Speaking for Myself. 

This attractive booklet contains 
the autobiography of an average 
copy of Modern Packaging —the 
story of what happens when it’s sent 
out into the world “on its own.” A 
readership survey among subscrib- 
er-companies in various industries 
shows that it is a long life and a 
merry one for the average copy. 


No. 1244. This is WEEI. 


Daytime and _ evening listening 
area maps, and a tabulation of mar- 
ket data tell the radio audience story 
in this folder issued by Station 
WEEI, Boston. 


No. 1228. Survey of Users of Sim- 
plicity Magazine. 

This report, issued by Simplicity 
Pattern Company, covers a recently 
completed Starch survey of users of 
Simplicity Magazine, based on 1,002 
interviews. Interesting details are 
revealed in the microscopic inspec- 
tion of these families’ employment, 
buying power and habits, brand pref- 


erences, car and appliance ownership 
and so on. 


No. 1230. Coverage and Market Data 
for WKY. 


Maps of the daytime and night- 
time listening areas, accompanied by 
tabulated market information are 
contained in this booklet issued by 
Station WKY, Oklahoma City. 


No. 1206. You Will Love Me in De- 
cember, January, February, as You 
Did in May, June, July. 

This booklet, issued by Outdoor Ad 
vertising, Inc., gives national attend- 
ance figures for movies, hotels and 
sporting events throughout the entire 
year and also contains figures on 
gasoline consumption and car regis- 
tration to prove that outdoor adver- 
tising circulation is constant through- 
out the year. 


No. 1219. Distribution of Retail 
Sales in Towns Under 10,000 Pop- 
ulation. 

The series of charts contained in 
this booklet issued by The Household 
Magazine show that more than half 
of the states have an average of 50 
per cent of their sales in towns of 
10,000 and less. The study covers 
total retail sales, and also food store, 
drug store, lumber, building, hard- 
ware and automotive sales. 


No. 1211. Mrs. Cohen Goes A-buying. 


Issued by Station WLTH, this bro- 
chure describes a Ross Federal Re 
search Corporation survey of grocery 
merchants in typical Jewish sections. 
showing which medium they believed 
food manufacturers could use most 
effectively in selling the New York 
Jewish market. 


No. 1210. Since 1917. 


This booklet, issued by Chicag? 
Tribune, reports on conditions today 
and traces the changes in the circu 
lations of Chicago daily newspapers 
during the past 20 years. 
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ie Dorine the first nine months of 1933, the Chicago 

. Tribune printed 11,360,679 lines of total advertising. 

_ This was 2,260,003 more lines—24.8% more—than 

i any other Chicago newspaper printed. 

During the same period this year, the Tribune 
printed 15,624,872 lines of total advertising. This was 
5,995,625 more lines—62.3% more—than any other 
Chicago newspaper printed. 


nbd 


In every year from 1933 to 1937, the Tribune was 
first in total advertising linage. 
The Tribune increased its lead over every other 
Chicago newspaper in 1937 compared with 1933. 
_ The Tribune increased in total volume of advertis- 
j ing every year from 1932 to 1937. 

_ The Tribune’s gain in 1937 compared with 1933 
was by far the largest of any Chicago newspaper. 

In a period when advertising had to pull its full 
weight and newspapers were closely studied, adver- 
tisers demonstrated the increasingly greater results 
produced by the Tribune by placing greater volumes 
of their advertising in this newspaper. 

To sell more in Chicago, place more of your ad- 


vertising in the Tribune, which reaches more of your 
prospects. 


|—Ubicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


- TOTAL DAILY CIRCULATION IN 


_papers combined. 


‘ 
> 


TRIBUNE NEWSPAPER 
1933 11,360,679 9,100,676 7,411,941 
1934 12,181,730 9,012,526 8,761,924 
1935 12,743,000 8,530,729 8,408,092 
1936 14,487,670 8,805,483 8,646,084 
15,624,872 9,629,247 9,161,266 


933 1934 


@ Today the Tribune is more 
indisputably than ever Chi- 
cago’s most widely read news- 
paper. It is best able to serve 
the advertiser because it best 
serves the people of the Chi- 
cago market. It reaches prac- 
tically as many families in 
Chicago and suburbs as any 
two other Chicago news- 


EXCESS OF 800,000 — 


TOTAL SUNDAY CIRCULATION IN EXCESS OF 1,000,000 _ 


TOTAL ADVERTISING LINAGE IN CHICAGO NEWSPAPERS 
Volume in lines—1st 9 mos., 1933 to 1937 


Chicago Tribune lead In 


16,500,000 


15,000,000 


13,500,000 
12,000,000 
10,500,000 
9,000,000 
7,500,000 
6,000,000 
4,500,000 
3,000,000 


1,900,000 


1935 1936 19378 


total advertising over 
2nd Chicago newspaper 


ist 9 mos., 1933 
to 1937 / 


3,169,204 5,682,187 fam 5.995.525 


Lines 
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Record Drive 
Launched for 
Feen -a- Mint 


New York, Oct. 14.—The largest 
promotional program ever planned 
for Feen-a-Mint has been launched 
by Health Products Corporation, 
Newark, with national magazines 
newspapers, car cards, full-color talk- 
ing pictures and point-of-sale mate- 
rial promoting the product in a series 
of campaigns of growing magnitude 


to be conducted throughout winter 
and spring months, Gifford R. Hart, 
advertising manager, disclosed today. 

Current advertising in national 
magazines employs the dramatic 
method of pictures and caption in- 
serts, concerned with persons of va- 
rying ages and temperaments who 
have become Feen-a-Mint enthusiasts 
Selling talk in the copy involves the 
use of a headline slogan: “16 mil 
lion skeptics tried an unusual idea— 
and found science was right” and 
the enumeration of three reasons 
why the product merits considera- 
tion. 

Mr. Hart said that added emphasis 


is being given to advertising in mag- 
azines with some 30 more publica- 
tions being used this year than last. 
Schedules for other media have alse 
been stepped up. 


Buchen Gets Trane 
The Trane Company, La Crosse, 
Wis., has appointed The Buchen Com- 
pany, Chicago, to direct its adver- 
tising. 


Tone Names Kimball 
Tone Laboratories, Inc., New York, 
has appointed Abbott Kimball Com- 
pany, Inc., New York, to direct its 
advertising. 
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COVERAGE 
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Midwest — en 
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PRAIRIG FARMER —- NEBRASKA FARMER ee 
PONSIN AGRICULTURIST AND FARMER 


CHICAGO—6 -N¥o. Michigan Ave NEW YORK—? $0 Park Ave., 420 Lexington Ave 


_ MIDWEST 


Liege lad. Laeet 


If you call on 77% of the farm- 
ers, you’ll make more sales than 
the man who calls on 36%. 


That’s exactly the advertising 
picture in this fall’s bumper Mid- 


west farm market. 


The Midwest Farm Papers 
give you 77% actual on-the-farm 
coverage of these 8 key states. 
The strongest “national” gives 
36%, actual farm coverage; and 
all five nationals COMBINED 
give a scant 64%. 


The advertiser using the Mid- 
west Farm Papers in this key 
market this winter will have 
such a whopping big advantage 
over his competitors that there’ll 
be literally no comparison.* 


% And that doesn’t even consider 
the extra advantage Midwest Farm 
Papers give through editorial content 
aimed directly at this market,a9tol 
preference expressed by Midwest deal- 
ers, and on-the-ground merchan- 
dising cooperation. 


= FARM PAPERS 


THE FARMER, ST. PAUL 


_ WALLACES’ FARMER & OWA HOMESTEAD 


. 
‘ 
SAN peianiciecinii Russ Bldg. DETROJT—542 New Center Bidg 


CHARGE FARMS’ 
BUYING CUT BY 
FALSE VISIONS 


Press Asked to Give Facts 
About Electrification 


Chicago, Oct. 14.—Farm papers to- 
day are reported to be investigating 
charges that over-optimism of their 
readers as to the time when elec- 
tricity will be made available has 
curtailed farm buying not only of 
motors and allied equipment, but of 
radios, washing machines, stoves, 
sweepers, milking machines and 
similar products. 

The situation received a thorough 
airing at a meeting held in Milwau- 
kee last week under auspices of the 
Briggs & Stratton Corporation at 
which about 40 farm and trade 
papers were represented. The list 
of speakers included E. V. Oehler, 
vice-president, Briggs & Stratton 
Corporation; W. F. Dunlap, presi- 
dent, A. R. McGinnis, and L. I. 
Archer, secretary, of Klau-Van Pie- 
tersom-Dunlap Associates, Milwau- 
kee advertising agency. 

The farm paper representatives 
were asked to check with their 
editors to the end that any state- 
ment which seemed to be justified by 
the facts would be made to readers. 
Mr. Oehler told the assemblage 
that newspapers, farm papers and 
trade papers have been equally 
guilty in making premature predic- 
tions of an electrified America. 


Electrical Progress Slow 


His viewpoint is concurred in by 
the Committee on the Relation of 
Electricity to Agriculture, of Chi- 
cago. This organization gives the 
following thumb-nail picture: Num- 
ber of farms in the United States, 
6,812,350; number connected with 
high lines, 1,138,335; number oper- 
ating own plants, 300,000. It be- 
lieves that the publicity emanating 
from the Rural Electrification Ad- 
ministration at Washington has been 
a powerful influence in causing many 
farmers to believe that electrification 
will come almost any day. 

The propaganda, regardless of 
source, has exercised a detrimental 
effect on farm buying of non-elec- 
trical products, Mr. Oehler said. 
“As the largest manufacturers in 
the country of small gasoline 
motors,” he told the publication men, 
“we get a pretty good picture of 
what is going on in the farm market. 
So when we found motor sales hesi- 
tating and requiring more and more 
pressure, we started out to find out 
why. We knew that the market was 
still there, that there was a wide 
variety of fine motor-powered equip- 
ment to provide every convenience 
on the farm, 
were attractive. 


and that the prices 


——at 


SCARE APPEAL 


IF POOR LIGHT 
WERE LABELED “POISON® 


Year child would be better off! 


The Cincinnati Gas & Electric Companl a 
ties in an effective scare appeal in thie 
new “better sight" newspaper copy. 


=> 


this year the farmers will have ove 
a billion dollars more than usual 


spend. 
“From numerous contacts wit 
equipment manufacturers, theif 


salesmen, distributors, dealers an§ 
farmers themselves, we learned tha 
answer to this new resistance, anf 
the answer was: ‘Why, rural Amey 
ica is going to be electrified, ang 
soon, too. We can’t sell any mor 
gas-powered washing machines be 
cause customers are waiting for they 
high lines to come through,’” 


Majority Must Wait 


Mr. Oehler said that an electrifie( 
country is a grand idea, but it wil 
remain an idea for some time for a 
least 5,000,000 farmers. The pres 7 
has failed to impress these 5,000,005 
with the fact that they can maki® 
themselves comfortable while wait ~ 
ing for the electrical age, hk | 
asserted. 4 

“You won't find a word to then 
about how to enjoy new powe — 
equipment without electricity,” b 
commented. “We find no alluriny 
stories of all the conveniences the 
too, can enjoy, such as motor-drivet © 
washing machines. All the average 
farmer is getting is false hopes fron 
the story of electrification. 8 

“The result is that he buy 7 
nothing. He can’t buy electrically 
driven products because he has n 
electricity as yet, and he doesn’t buy 
motor-driven products because ht ~ 
thinks he is soon to get electricity 
And when the farmer doesn’t buy 
neither does the dealer, the distribu 
tor, or the manufacturer, who is ou 
customer, The same thing applie 
to other manufacturers of equipmet' 
designed for use on the non-electri — 
fied farm.” ; 

Mr. Oehler said that his company — 
is asking only for dissemination 0 © 
the truth—the facts about when al) © 
given section will get electricity an 
what it will have to pay for it. 

Mr. Dunlap, who followed, gav) ~ 
some details as to the cost of elet) 


We also knew that 


trical service to the farmer. 


Theres a 


DAREH 


In the first nine months of 1937, 
BAKERS’ HELPER carried 54% of the 
advertising pages gained by the three 
audited papers in the field. 


330 South Wells St., Chicago 
AS 


HELPING TO QF // J Moe TO BAKERS 
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HELPER 
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The overwhelming acceptance of the 
AIR CONDITIONING BLUE BOOK 
is conclusively proved by the thousands 
of comments from specifiers and buy- 
ers on how it aids them in their daily 
work of specifying or buying. Below 
are excerpts from a few of their letters. 


“You have done a fine job in getting 
this most comprehensive volume into 
the hands of buyers and specifiers — 
the advertisers will undoubtedly be 
benefited.” 

e 


“It is a time saver and data needed 
is readily available. All in all it is a 
combination of a handy informative 
handbook for anyone concerned and in- 
terested in air conditioning.” 


“At the present time we contemplate 
the erection of a new and modern hotel 
building which will be completely air 
conditioned. . . . This book will assist 
us materially in the selection of various 
materials.” 

e 


“The information contained in the 
catalog section is very helpful as it 
keeps us posted on the rather rapid 
changes that are taking place i. in heating 
and air conditioning equipment and is 
of great assistance in making up speci- 
fications and estimates.” 


“There is a world of information be- 
tween the two covers which should be 
invaluable to the designing engineer of 
air conditioning systems.” 


“I must say it is a great help in 
ordering and specifying air condition- 
ing equipment.” 

e 


“It is an asset to the air conditioning 
business giving finger-tip information 
compiled as a unit.” 
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CONSTANTLY USED 
bd 
SPECIFIER AND BUYER 


At that all important moment when the speci- 
fication or order is about to be written the 
specifier and buyer of heating, cooling and air 
conditioning equipment refers to his AIR 
CONDITIONING BLUE BOOK. He knows 
that only in the BLUE BOOK he will find all 
the information he needs—sizes, capacities, 
specifications, dimensions and other technical 
information. He knows that in a matter of 
seconds he may locate any desired product or 
engineering data. The manufacturer who 
makes this information on his products avail- 
able through the AIR CONDITIONING BLUE 
BOOK is naturally given first 
consideration. Placing your 
catalog material in the AIR 
CONDITIONING BLUE 
BOOK will give you definite 


product and technical information of the in- 
dustry, its daily usage by the specifier and 
buyer is assured. Thousands of comments 
from users, such as those at the left, conclu- 
sively prove this fact. 


Because of this complete coverage of all 


sales factors and its daily usage by the speci- 
fiers and buyers, the AIR CONDITIONING 


BLUE BOOK offers you the most effective 
means of reaching all the men who influence 
the specification or sale of your equipment. 


Space reservations for the 1938 AIR CON- 
DITIONING BLUE BOOK 
are being made now. Write 
for details concerning copy 
requirements, agency com- 
missions, rates and other 


assurance that your product 
will receive such considera- 
tion — It's always at the 
fingertips when the specifi- 
cation or order is being 
written. 


pertinent data. 


AIR CONDITIONING 
BLUE BOOK 


Published by the Publishers of . . . AUTOMATIC HEAT 
and AIR CONDITIONING .. . DOMESTIC ENGINEER- 


ING... PLUMBING and HEATING NEWS .. . THE 


Since it is the only com- 
plete, centralized source of 


PLUMBING and HEATING CATALOG-DIRECTORY 
. INSTITUTIONS. 


1900 Prairie Avenue Chicago, Illinois 
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LIQUOR VOLUME 
THREATENED BY 
HIGH MARK-UPS 


Lourie Tells Importers of 
Need to Watch Step 


New York, Oct. 14.— Decrying a 
tendency on the part of the liquor 
trade to place mark-ups higher than 
the traffic will bear, Harry L. Lourie, 
executive secretary and treasurer, 
National Association of Alcoholic 
Beverage Importers, told the annual 
convention of the organization this 
week that wholesalers were attempt- 
ing to dictate resale prices and that 
investigations loom under price 
maintenance laws in the liquor in- 
dustry. 

Accusing other branches of the in- 
dustry of exerting pressure to estab- 
lish wider profit margins all along 
the line, Mr. Lourie asserted that, 
contrary to the general impression, 
importers and distillers are at pres- 
ent getting the same mark-ups they 
did before the laws went into effect. 
In this connection, strenuous efforts 
must be made, he stated, to combat 
the making of agreements. that 
“smack of conspiracy.” 


Trade Treaties Help 


Further voicing the need to keep 
sentiment “on their side,” he ex- 
pressed the belief that although 
greater spirits sales might be de- 
sirable and needed, it was necessary 
from the standpoint of healthy pub- 
lic relations to widen the demand foi 
wines. “Push wines,” he declared, 
“even though it is easier to sell 
spirits.” 

Another at the meeting who also 
touched upon the fair-trade laws 
was Joseph G. Ringwalt, president 
of the association, who sounded the 
warning that if price-held goods 
were made too expensive the public 
would turn from them to purchase 
cheaper goods which were not stabil- 


ized as to. price. Reviewing the 
record for the year, Mr. Ringwalt 
commended the reciprocal - treaty 


arrangements which had resulted in 
an increased volume of import trade 
and a _ betterment of the grades 
which were imported, and expressed 
the hope that these provisions would 
be maintained and extended in the 
future. 


Urges Volume Sales 
Joining others in condemning the 


general trend within the industry as 
a whole to raise prices. Munson G. 


Shaw, chairman of the executive 
committee, declared that importers 


must work to obtain mark-ups that 
will increase rather than restrict the 
volume of sales. It is better, he com- 
mented, to keep mark-ups down so 
that a rapid turnover will result 


ewsweek 


The 
Magazine 


of 
News 
Significance 


rather than to make large profits 
from a small volume of business. 
Philip C. Buck, general counsel to 
the Federal Alcohol Administration, 
told the importers that they as well 
as others in the industry must rid 
themselves of any inferiority com- 
plex arising from the idea that the 
liquor industry was “sub-social,” 
whereas, in fact, the industry was 
decidedly social in nature and, also, 
fully as “legitimate” as any in the 
country, he said. 


Clark Now President 


Bonnell W. Clark, vice-president 
and general manager, has_ been 
named president of Westinghouse 
Electric Supply Company, New York. 
He joined the company in 1925. 


Broaden Drive 
to 57 Cities 
for OvenReady 


Louisville, Oct. 14.—Based on a 
test campaign in 14 cities, which was 
instrumental in sales gains ranging 
from 300 to 800 per cent, Ballard & 
Ballard Company, maker of Oven- 
Ready biscuits, has launched an ex- 
panded drive for its product which 
will run for a full year in newspapers 
of 57 Southern cities. 

Copy, as in the test campaign, will 
continue to stress the unique, time 
saving appeal of the biscuits. Oyen. 


Ready biscuits, it was pointed out, 
are believed to be the only biscuits 
of this type being marketed today. 
They are sold 10 to a package, read: 
for eating after short heating in th’ 
oven. 


Wants National Distribution 


The company’s advertising and dis- 
tribution has not been confined tc 
the South, but it has yet to attain 
full national distribution. A broadei 
program with this end in view is 
planned following the present cam 
paign. Current copy will appear one 
a week. 

Henri, Hurst & McDonald, Inc., 
Chicago, is the agency handling the 
account for Ballard & Ballard, with 
Robert White as account executive. 


Dobberteen Promoted 


H. H. Dobberteen has been ap. 
pointed director of media of Benton 
& Bowles, Inc., New York, succeed. 
ing A. M. Lewis, who has joined 
Pedlar & Ryan, Inc., New York. Mr. 
Dobberteen was formerly in the me. 
dia department. 


Jenter Moves 


Jenter Exhibits, Inc., New York. 
has moved to 9 Rockefeller Plaza 
The telephone number is Circle 
6-9141. 


Terry Joins KSD 


Norman Terry, formerly with Oak. 
leigh R. French, Inc., St. Louis, has 
joined the sales staff of Station KSD, 
St. Louis. 
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ADVERTISING AGE 


17 Se 


Eckhardt Will 
Address 4 A’s 


Coast Conclave 


Del Monte, Cal., Oct. 14.—High- 
lights on advertising research, ad- 
yertising’s “middle class” audience 
and the window display study of the 
Advertising Research Foundation 
will be major discussion features of 
the third annual Pacific Coast conven- 
tion of the American Association of 
Advertising Agencies here Oct. 21-22, 
according to details of the program 
released today. 

Henry Eckhardt, chairman of the 


Four A’s executive board, will ad- 
dress the conclave on “Advertising 
and the Middle Classes,” while Paul- 
ine Arnold, president of the Market 
Research Corporation of America is 
scheduled to discuss “The Price of 
Facts.” 

John Paver, chairman of the win- 
dow display committee of the Four 
A’s, will outline the results of his 
studies in that field. Mr. Paver’s 
subject will be “Through the Glass 
Darkly.” 

A mystery touch is added to the 
program in the announcement that 
a fourth speaker, whose name has 
not yet been disclosed, will voice 
a prophetic outlook as to future dis- 
tribution trends. 

Fred C. Gamble, executive secre: 


tary of the association, also is sched- 
uled to give a review of the year’s 
work at a closed session of the con- 
ference. Other sessions will offer 
opportunities for discussion of agency 
finance, management and all phases 
of creative work. 


Richmond-Chase Begins 


Marking its first entry into the 
ranks of Pacific Coast advertisers, 
Richmond-Chase Company, San Jose, 
Cal., fruit and vegetable canner, has 
appointed the San Francisco office 
of Botsford, Constantine & Gardner 
as its advertising agency. Mountain 
canneries are located at San Jose, 
Stockton and Mountain View, and 
dried fruit plants at San Jose, Eden- 
vale, Gilroy, Hollister and Healds- 
burg, Cal. 


Gilbarco Advances 3 


W. C. Leitch, former district sales 
manager in Chicago, has been named 
assistant sales manager of the pump 
and tank division of Gilbert & Bar- 
ker Mfg. Company, Springfield, Mass., 
maker of Gilbarco oil heating and 
air conditioning equipment. W. M. 
Harks has been advanced to sales 
engineer, and E. J. Walters will re- 
place Mr. Leitch as Chicago district 
sales manager. 


Virginia Plans Campaign 

The Virginia Conservation Com- 
mission will use newspapers in New 
York, Pittsburgh and Philadelphia 
for the remainder of October and 
November to attract visitors to the 
state. The November issue of House 
and Garden will also be used. 


opel? 


4 instead of 3! 


Portland grocers and druggists will tell you that the 
Fourth Family brings you added volume and profit! 


@ Meet the FOURTH FAMILY — if 


you have food or drug items to sell 
in this prosperous market. It's the 


shortest, surest, 


simplest way to 


added sales. Portland merchants, 


your merchants, 


know it. 


For convincing confirmation 
scan Media Records! First look at 
retail groceries. You'll find that in 
the first 8 months of 1937 Portland 
grocers used 3 times as much space 
in The Journal as in the second 
paper—more in fact than in both 
other papers combined. Next look 
at retail drugs. In the first 8 months 
of 1937 Portland druggists used 


THE JOURNAL 


almost twice as much space in The 
Journal as in the second paper— 
again more than in both other 
Portland papers combined. 


The reason—the plus buying 
power of the FOURTH FAMILY! 
Portland merchants know that the 
daily Journal, with a circulation 
lead of 31 per cent in this rich city, 
reaches one extra family out of 
every four. The FOURTH FAMILY 
is as valuable to you as to Portland 
merchants, a big extra sales poten- 
tial. Sell 4 instead of 3! You can 
do it by using The Journal. 


REYNOLDS-FITZGERALD, Inc., National Representatives 
NEW YORK e CHICAGO e PHILADELPHIA e DETROIT e SAN FRANCISCO e LOS ANGELES ¢ SEATTLE 


PORTLAND 
OREGON 


MULTI-DISPLAY 


Half a dozen radios of the midget va- 
riety find a place in this new Emerson 
Radio & Phonograph Corporation display. 


Emerson Prize 
Contest Seeks 
Selling Ideas 


New York, Oct. 12.—Putting the 
adage, “turn about is fair play,” into 
action, the Emerson Radio & Phono- 
graph Corporation has set into mo- 
tion a sales idea contest for dealers 
and salesmen, to run throughout Oc- 
tober and November. 

Although these suggestions are 
expected to be in the nature of an 
exchange for ideas furnished by the 
company about six months ago, the 
contest will carry the concrete in- 
centive of 30 cash prizes to be 
awarded in each of the three par- 
ticipating groups of distributors’ 
salesmen, dealers, and dealers’ sales- 
men. 

The distribution of two new store 
and window display set-ups will be 
tied in with the contest, which has 
been timed to reach its climax along 
with that of the company’s first na- 
tional advertising campaign, now 
running in magazines. The contest 
is designed not only to provide a 
wealth of merchandising ideas but 
to serve also as a check-up on the 
effectiveness of the company’s entire 
merchandising campaign. 


Hawley Appoints Three 


Hawley Products Company, .St. 
Charles, Ill., manufacturer of molded 
fiber products, has appointed F. L. 
Lenz general manager, G. W. Bork- 
land sales and advertising manager 
and E. C. Sloan, Mr. Borkland’s as- 
sistant in the packaging division. 
Western Advertising Agency, Chi- 
cago, has been named to handle the 
Hawley account. 


Chiplets Introduced 


Dexter Bishop Company, New York, 
has introduced Chiplets, a new kind 
of print butter, with a campaign 
in Westchester county newspapers. 
Chiplets, 60 in a pound, are designed 
to save time, stop waste and give 
accurate cooking measurements. 
Platt-Forbes, Inc., New York, is the 
agency in charge. 


“UMPH™” isn’t in the dic- 
tionary. Yet it deter- 
mines the selling success 
of any program. To have 


‘““UMPH” and 
greater sales in America’s 
No. 1 Farm Market, 
you've GOT to use KMA. 


K M THE 


EARL MAY 
._ SHENANDOAH, IOWA 


more 
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Highest Court 
to Review Tax 
on Advertising 


Washington, D. C., Oct. 14.—Deci- 
sion of the New Mexico Supreme 
Court that the state sales tax applies 
to advertising will be reviewed by 
the Supreme Court of the United 
States, according to a ruling of the 
latter today. 

The 2 per cent tax applies only 
to “foreign,” or national advertising, 
and the publishers of Western Live 
Stock Magazine, of Albuquerque, 
supported by others in the same field, 
have carried the case through many 


courts, with a history of reversals 
attending it. 

The Santa Fe district court held 
that the tax was illegal because it 
constituted a burden on interstate 
commerce. The New Mexico Supreme 
Court, however, overruled this rea- 
soning, reversing the decision and 
holding that the prior judgment 
must be set aside. 


Airs N. sighborhood Gossip 


Butler Music Company, Kansas 
City, Kan., is sponsoring “Butler’s 
Brevities,” neighborhood gossip pro- 
gram three times weekly over Sta- 
tion KCKN, Kansas City. Persons 
whose names are to be mentioned 
are notified by mail the morning of 
the broadcast. Virginia Wallace is 
the narrator. 


Plan Dry {mperator 
Champagne Campaign 
With the arrival of 1,000 cases of 
1928 Dry Imperator champagne, the 
first shipment to come into this coun- 
try, Robinson Lloyd, Ltd., New York, 
U. S. importer, is planning a news- 
paper, magazine and direct mail cam. 


paign. 
Robinson Fils & Cie, Epernay, 
France, is producer .of the cham. 


pagne. Albert Frank-Guenther Law, 
Inc., New York, is the agency. 


Joins Station WOR 


Margaret McGuirk, formerly with 
Chas. Dallas Reach Company, New- 
ark, N. J., has joined the WOR sales 
promotion department as assistant 
to Joseph Creamer, sales promotion 
manager. 


EXECUTIVES OF 
NEWSPAPERS 10 
OPEN ABC WEEK 


Milwaukee, Oct. 14.— Departing 
from its policy of confining meetings 
largely to round table discussions, 
the Newspaper Advertising Execu- 
tives Association has arranged an 
impressive formal program for its 
fall conference Oct. 18 and 19, which 
ushers in A. B. C. week in Chicago 
The association has also changed its 


PURCHASING AGENT 


PP ee 


VICE-PRESIDENT 


GENERAL 


ot i we ig ¢-. 
'. os Yee SSR *, 


* 


RESIDENT, Vice-President, General Manager, Super- 

intendent, Superintendent of Buildings and Grounds, 
Warden, Business Manager, Chief Engineer, Purchasing 
Agent, Master Mechanic; no matter what his title may 
be, INSTITUTIONS will play an important part in his 
everyday duty. In one institution a single man is all 
powerful when it comes to selecting, specifying, or buy- 
ing. In another institution this same responsibility may 
be divided among several and instead of considering 
but one, it may be two or ten. These are the men who 
must pass on your order; these are the men who will 
read your message in this new tabloid publication. 
Each month over 54,000 of these men will receive your 


message; INSTITUTIONS plays no favorites, it covers 


them all. 


No matter what type of institution they may serve, they 
are bound together by the problems they hold in com- 
mon. These problems are the basis for the all-appealing 


+a oo 


MANAGER 


Plays No Favorites 


editorial and news content of INSTITUTIONS. 


J p 


EQUIPPING » FURNISHING « DECORATING + MAINTAINING « REMODELING 


A DOMESTIC ENGINEERING PUBLICATION 


1900 PRAIRIE AVE., CHICAGO, ILL. 


CIRCULATION 
pS 8,526 
er 5,122 
Hospitals and sanatori- 

ae rer eee 6,189 
Schools and colleges.. 3,069 
Homes; Schools for 

deaf, blind, asylums, 

OOo cash Gage ese ts 2,013 
Jails, houses of correc- 

tion, penal institutions 3,150 
Government institu- 

WEE 6 is 55 50.54 ews 488 
Restaurants ........... 14,244 
Building owners and 

managers .......... 2,003 
Real estate departments 

of insurance com- 

US oo nvndacneuees 75 
Steamship lines and 

dining car systems. . 96 
Power and gas com- 

reas 285 
Outfitters and their 

salesmen ........... 4,501 
Institutional depart- 

ments of department 

Suc eae k< 99 
Architects specializing 

in institutions ...... 655 
Manufacturers and 

their agents ........ 3,216 
Miscellaneous ........ 1,000 

Se 54,731 


—, 
——ee 


meeting place from the Stevens 
Hotel, which, as heretofore, house, 
most of the A. B. C. meetings, ty 
Medinah Club. A third innovatioy 
is exclusion of non-members, 4)j 
sessions being executive. 


Though the program as announceg . 


today by Secretary Irving C. Bunt. 
man, of Wisconsin Markets, Inc., ip 
behalf of Chesser Campbell, advertis. 
ing manager, Chicago Tribune, ang 
chairman of the program committee 
sparkles with important names, Mr 
Campbell is reported to have with. 
held the identity of three more 
speakers of national reputation. 


To Tell of Outlook 


R. D. Cahn, economist for the 
Chicago Tribune, will open the pro. 
gram with a discussion of “Business 
Prospects for the Rest of 1937 ang 
the First Half of 1938.” The rela. 
tion of classified advertising to 
reader interest and its value in gain. 
ing acceptance among national ad. 
vertisers will be analyzed by Tony 
Powderly, president of the Classified 
Advertising Managers Association. 

M. H. Aylesworth, former presi- 
dent of National Broadcasting Com- 
pany and now an executive of 
Scripps-Howard Newspapers, wil!) 
discuss “Radio Advertising and Its 
Competitive Relationship to News 
paper Advertising.” The same sub. 
ject will also be handled by Hill 
Blackett, president, Blackett-Sample 
Hummert, Inc., Chicago, from the 
agency viewpoint. 

A. W. Seiler, president, Cramer. 
Krasselt Company, Milwaukee, will 
tell the newspaper executives “How 
Newspapers May Be More Effectively 
Used in Selling Large Unit Merchan. 
dise,” and William White, sales pro 
motion manager, Wieboldt’s Depart. 
ment Stores, Chicago, will describe 
the problems of the department store 
advertising manager. 

An open forum will be held on 
problems affecting small town news- 
papers and Enoch Brown, Jr., adver- 
tising director, Memphis Commercial- 
Appeal, will reveal results of a study 
of “Automobile Advertising and 
Automobile Publicity.” 


Forum Is Featured 


A forum on national advertising 
developments will be led by Col. 
Leroy W. Herron, advertising direc- 
tor, Washington Star, and NAEA 
president; H. G. Brewer, advertising 
director, Montreal Star; W. W. Con- 
dict, national advertising manager, 
St. Louis Globe-Democrat; L. C. 
David, advertising manager, Kansas 
City Journal-Post; H. M. McClaskey, 
advertising manager, Louisville 
Courier-Journal and Times; Irwin 
Maier, advertising manager, Mil 
waukee Journal; R. M. Reynolds, ad- 
vertising director, Indianapolis News, 
and R. O. Sanche, assistant business 
manager, Wausau Record-Herald. 

A smoker and cocktail party will 
be held late Monday afternoon to 
give members a chance to become 
better acquainted. Special luncheons 
are being arranged for both Monday 
and Tuesday, at which guests will 
be welcome. 


F reeman to Blair 


Charles M. Freeman, formerly 
Western manager of Forbes Mage 
zine, has joined the Chicago office 
of John Blair & Co., radio represent 
ative. 


——, 


HOW MUCH DOES IT COST 
TO COVER PEORIA AND 
CENTRAL ILLINOIS? 


*y 


Drop us a line and we will tell you a 
cheap it is to cover this territory. the 
will guarantee coverage in 95% © 
homes in this area. 


RIEDER’S ADVERTISING CARRIERS 


210 N. Adams St., Peoria. Il. 
Member Trade Association of Advertising 
Distributors 
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=| Tee Fit (ual Reproduction in The 


nore — BAYER’S ASPIRIN 
. Wh --BEECH-NUT GUM 
CAMPBELL SOUPS. 
| CONCENTRATED SUPER SUDS- 
bj CORONA TYPEWRITERS 


CRANBERRY CANNERS INC. 


DR. EDWARDS’ OLIVE TABLETS 
e e DRENE SHAMPOO 
EDWIN CIGARS - 
FAY-MISS BRASSIERES- 
FELS-NAPTHA SOAP CHIPS — 
FLORIDA CITRUS COMMISSION 


FREDERIC’S PERMANENT WAVE — 


a GE. MAZDA LAMPS) 
HELLMANN’S MAYONNAISE 
IVORY SOAP AND FLAKES 


awumt 


ap hiladelphia rquarer anes 
wii pads LEDIONS 


yippee 


soroonnnt The 
ie , JELL-O 


pe eee TE 
, reg - ‘ | 
, NEW YORK NEWS LUCKY STRIKE CIGARETTES 
OE ee 
x | —MAZOLA OIL 


ie  MUSTEROLE = 
 PALMOLIVE SOAP 
CHICAGO TRIBUNE PARKER PENS 
PEPSODENT TOOTH PASTE = 
* PHILLIPS’ MILK OF MAGNESIA 
ie SHEAFFER PENS = 


PHILADELPHIA SMI BRO, COUGH SYRUP 
INQUIRER sas ooTH POWDER 


oe per milline 


for sepia 


ing 
SUPER SUDS 
oa 5 QQ per milline 
in 
“ ee VIRGINIA ROUNDS — 
r : WESTMINSTER PIPES — 
i. ~— WILDROOT HAIR TONIC. 
7 — WOODBURY'S SOAP 
vin countrys ‘lies with r = ae 
fit | all the fam ’ iveness- 
4 of ceuresection el cies 
ess 
vill 4 ‘Ex FIRST 3 MARKETS GROUP enables you to 
= S| apply intensified advertising pressure in America’s three 
ms largest metropolitan markets where the coverage of other 
lay | national media thins out. 
il & You get more than 5,000,000 roto circulation 
at a lower cost per 100,000 circulation than is charged 
for black and white in general magazines. 
ay One order and one piece of copy secures 64% 
a coverage of all the families in metropolitan New York, 
“4 Chicago and Philadelphia, and 44% coverage of all the 
families in the 294 counties which produce more than 
= one-third of America’s sales at retail. 
"1 You get double value from First 3 Markets 


Group advertising—l1 : an audience of known high buying 
power and immediate responsiveness to advertising— 
2: ready tieup by informed retailers. Each Group news- 
paper is supreme in its field in display advertising linage. 


o 2) Roe 
NEW YORK SUNDAY NEWS + CHICAGO SUNDAY TRIBUNE © PHILADELPHIA SUNDAY IS UIRER 
WILLIAM E FARRELL, 220 EAST 42nd ST. NEW YORK CITY, VANDERBILT 5.9299 : 
JAMES CRAWFORD, TRIBUNE TOWER, CHICAGO, ILLINOIS. SUPERIOR 0100 
hEENE FITZPATRICK, KOHL BUILDING. SAN FRANCISCO. CALIFORNIA, GARFIELD 7946 


MARKETS GROUP 
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AID TO HONEST 
COPY IS AIM OF 
BBB CAMPAIGN 


Kansas City, Oct. 14.—In line with 
movements in several other cities to 
establish understandable and _ reli- 
able consumer terminology for sale 
and markdown copy, the Kansas City 
Better Business Bureau will under- 
take a new campaign aimed to pro- 
mote and establish rigid standards 
for this phase of promotion, accord- 
ing to plans outlined today by 
George H. Husser, bureau manager. 

Terming exaggerated price com- 
parisons as “the most irritating 
thorn in advertising’s side,” Mr. Hus- 
ser asserted that “the public has 
come to question the sincerity of ad- 
vertisers who consistently claim the 
value of the goods they offer is much 
greater than the price asked.” 


Scan Coat Copy 


A graphic example of this is of- 
fered in one of the first of the bu- 
reau’s advertisements, typical of the 
general effort throughout the coun- 
try. Copy describes the experience 
of a woman who returned to a shop 
from which she had purchased a coat 
marked down to $39. Upon her 
claim that the coat had proved un- 
satisfactory, copy quotes the man- 
ager as asking, “What do you ex- 
pect for $39?” 

The woman, it was pointed out, 
had a legitimate right to expect more 
than she received because the coat 
had been advertised as “a $75 value 
for $39.” Investigation proved that 
its real value was near the latter 
figure, not the first. 

“In advertising permanent mark- 
downs,” Mr. Husser said, “the pre- 
vious price quoted should be the last 
at which the merchandise sold. In 
temporary markdowns, the ‘regular’ 
price cited should be that at which 
the goods sold before the sale and 
to which they will revert after the 
sale.” 

Aids Truth Purveyors 


Mr. Husser pointed out that such 
a campaign as the bureau is now 
staging will work toward increasing 
the value of truthful advertising as 
well as exposing “the small minor- 
ity of advertisers who make fraudu- 
lent claims,” 

Copy to appear daily in local news- 
papers will also discuss the use of 
the word “former” by advertisers. 
Headed “How Long Ago Was ‘For- 
mer?’”’ an insertion points out that 
it may be honest enough to adver- 
tise “Hats $2.98—Former $7 Value,” 
but far from ethical if the hats are 
last year’s models with the $7 price 
a figure of the distant past. Another 
aim of the bureau’s drive will be 
elimination of such extravagant 
claims as “We Sell at Wholesale,” 
“We Sell Below Dealers’ Prices” and 
“Lowest Prices in Town.” 


STOCK PHOTOS 


Thousands of ready-to-use illus- 


trations, on all subjects, are 
available for your inspection. 
Write, wire or phone 


K AUFMANN 
& FABRY CO. 


425 S. Wabash Avenue . Chicago 
Telephone Harrison 3135 


106 West 43rd St.. NEW YORK, 
Phone Bryant 9-6682 


Robichaud Promoted 


R. H. Robichaud, formerly presi- 
dent of The News-Herald, Van- 
couver, B. C., has been appointed 
publisher and managing director. 
D. A. Hamilton has been named 
president; D. Duguid, mechanica) 
superintendent, named vice-president, 
and H. A. Bell, secretary-treasurer. 


Increases Budget 


National Business Show Company, 
Inc., New York, has increased its ad- 
vertising appropriation for the 34th 
annual National Business Show 334 
per cent over that of last year. A 
newspaper campaign is being han- 
dled by Charles J. Cutajar, New 
York. The show will be held Oct. 
18-23 in the Port Authority bldg., 
New York. 


7 Average Net Paid Daily 
4 Circulation For Six Months 
a Ended Sept. 30th 


—- 
-_ 


1936— 605,691 


_— 
+ the novelty is designed to promote|cal answer which he can quickly 
Whisky Brands 15 nationally advertised products of |translate into the name of the brang B 
I d b National Distillers. These brands are |by a glance at the name chart. 
Inpresse yY numbered and shown in color, in| It is asserted that any one wh, § 4 
3 ° ° 5 | juxtaposition to four “key charts,” can add up to 15 can work this le 
Mind Reading respectively red, white, blue, and |“Wind-reading” stunt. However, § h 
yellow, on which the brand names | Whether the game is played or nq § a 
are printed in varying order. the folder is expected to prove to by J e! 
New York, Oct. 12.—“Think of a effective promotion because of th & u 
National Distillers Brand! An Amaz- Easy to Work arresting presentation of the brang § c 
ing New ‘Mental Telepathy’ Stunt,” The recipient of the folder is told and the curiosity value of th § M 
. P . “ ” . 4 Ci 
is the catch-line for a single fold to ask a friend to choose “one of the | ®*¥™t- is 
promotion novelty which is being /45 prands pictured on the name ime ; t] 
distributed to bars and stores | chart,” and then to ask him to re- Consolidate Agencies 
throughout the country this week to |yeal on which of the respective key 
the tune of 500,000 copies by Na-|charts appears the name of the ae cane - oe 
: ’ : : PR PRE on f or, has consolidated hi: 
tional Distillers Products Corpora brand he has selected. The oe business with Caldwell-Baker Con » 
tee. magician, knowing the num €1!| pany, Indianapolis. Mr. Aldred wil Kk 
Produced by Stunts, Inc., and|values of each of the four key|pbe vice-president and chief of the § H 
copyrighted by the whisky company, | charts, is able to arrive at a numeri-| copy staff of Caldwell-Baker. | Ss 
Closing time. Harried salesgirls catch their breath—catch the bus or subway. Cleaners 
‘ + a - : 
arrive. The buyer ’pliones, ‘‘. . get more here by 10 tonight ...’’ ‘The sale was 
a success ... Why? Because its advertising was geared to New York’s new read- 
ing habits—and because new reading habits mean new buying habits every time. 


EOPLE who sell your goods in New York? la 


are acutely conscious of the city’s reading) " 
habits. Your dealers, your stores, your salesmen Y di 
know that you must keep step with New York E r 
if you are to sell its people. s 
Striking proof of New York’s changing read- : gc 
ing habits is furnished by the steady circulation} “ 
increases of the Daily Mirror. Seventy-three} “ 
percent of New York’s morning papers are nowf 
Mirror-size. Delivering more copies than any> _ 
7, 

& 
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SECOND LARGEST 


CIRCULATION IN NEW YORK 


Ask Your Sales 
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Pay . ° ° meeting was addressed by Hillory 
ly Grange Group Appoints National Book Fair FEDERAL TRAVEL ra Tolson, assistant director, na- 
me The Grange Farm Group, com- Opens November 5 tional park service, U. S. Depart- 


posed of California Grange News. 


who & Oregon Grange Bul Modern book ge soe ment of the Interior; James W. Ger- 
ie ek week ‘ nee, ee ee er U. S. ambassador to Ger- 
this letin and Washington Grange News.) shop, one of the features of the Na- ard, ee snunesel ter Meceté 1 
ver, & nas appointed F. E. M. Cole, Chicago. | tional Book Fair, to be opened Nov. 5 many, who app » . 
not, and J. Wm. Hastie, New York, East-|/jn the International bldg., Rocke- Ickes, secretary of the Interior; Gov- 


>be © ern representatives. The representa-| fejjer Center, New York. ernor Blanton Winship, of Puerto 
the im tives have also been appointed for Sponsored by American book pub- Rico; and Nelson A. Loomis, chief 
-_ California Counties Farm Bureau 


‘ 3 lishers and the New York Times, the of the tourist bureau. 
Monthlies and Norbest News. Dun-| pair will continue through Nov. 21. 


the § Co., San Francisco. , : Stating that a bill for the creation 

fe - an A. Seott & Co., San Fra brar 3 bei e ere 

rn Pacific coast representative of = Bes yok —, poet a Rages Bee New York, Oct. 12.—Plans for the }of such a commission was already 

these publications. ames establishment of a federal travel|being drafted = pee 

: : commission to serve as the focaliz-|fore the next ‘ongress, Mr. olson 

b A : t d Earl Doty Advanced ing and expansion agency of the |explained that the proposed co-ordi- 

Ver. Jaco sson pppoe Earl D. Doty has ogg Be mee = growing American tourist industry | nating body would be composed of 

his Edward Gustave Jacobsson has| vertising manager 0 co-Frigid-|- = 2 following |representatives of governmental 

An i been appointed group art director of|aire Conditioning Division of Gen- gerne seed at br gtemnimttein et and of the industries en- 

will Kenyon & Eckhardt, Inc., New York.|eral Motors Corporation. He has & moons ecco : ee ee eae 
the im He was formerly with Blackett-| been with Frigidaire and Delco-Light tives of transportation and travel |gaged in peas g ; 

i Sample-Hummert, Inc., New York. for 21 years. companies and associations. The |and would have legislative power to 


A Lester Gaba manequin brings the 
latest in travel garb from Saks Fifth 
Avenue to this co-operative window dis- 
play, in the Anchor Lines new passenger 
office in Rockefeller Plaza, New York. 


= |promote aggressive tourist measures 
m jof a kind and scope exceeding those 
now being attempted by the tourist 
bureau which was set up last Febru- 
ary to function ‘under the authoriza- 
tion of the Department of the In- 
terior. 

However, under the present set-up, 
although Secretary Ickes has been 
empowered by Congress to accept 
funds from states, their political sub- 
divisions and from industries and 
private individuals to develop the 
work of the tourist bureau, its serv- 
ices are seriously crippled, it was 
stated, by the limited funds from 
these voluntary sources and from 
the national park service of which 
it is an offshoot. To assist the bu- 
reau in the expansion of its activi- 
ties, appointment by several state 
governments or representatives to 
sit with it is expected to be made 
shortly. At the same time, plans 
for a federal commission are being 
pushed as a necessary but more re- 
mote objective envisioned by tourist 
interests. 
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Stimulate Foreign Business 


Recently appointed by Secretary 
Ickes as a “collaborator” of the na- 
tional park service to promote in- 
terest in the United States tourist 
bureau, Mr. Gerard urged the need 
to advertise our national parks in 
foreign countries, and to dispel gen- 
erally the idea held abroad that 
travel in this country is prohibitive- 
ly expensive. This might be done, 
he said, in part by organizing both 
low-cost, all-expense tours and “lux- 
ury” tours in the manner success- 
fully employed by European coun- 
tries for a number of years. 

As an indication of the current in- 
terest in tourist trade, Governor 
Winship announced the setting aside 


of $250,000 for the creation of a bu- 
“ : ° reau the purpose of which will be 
York, large-size New York daily paper, the Mirror Four Advan tages Of Th to influence travelers to visit Puerto 
ding. Teaches all of New York’s 114 merchandising e office is being set up in Rockefeller 
ding i Pinta . . : ; as Sunday Mirror M ° Center and other methods of pro- 
smen| districts in direct proportion to their population. agazine moting interest in the island are 
-_ ; now under study. 
York E hats ¢-we mass coverage. And the Mirror reaches ‘ The only Sunday magazine presenting 
aA t ° 
a greater percentage of the “‘$5,000-and-over”’ ‘ a in natural color photography. 
-ead-} gtoup than of the group earning less. That’s pi show Mirror Magazine an 
¥ ; ical mean ee : 
ation active Class coverage. Ask your sales manager—he advertising awe one “ tonal 
: , » ar in i 
reef Can gauge the power of this circulation that eastern region. ° oe (eg SR 
now} Covers 23% of the primary New York market. 3. Color in flexible sizes—250 lines and up mpare.., icet 
any} You can buy this fast-growing circulation— eee! Advertisements and 500 and On Lithoqraphed Letterheads! 
~ . . es (e) = . 
703,986 strong—for /ess than you can buy similar Pe hymn r 4-color advertisements—low In today’s rapidly changing business world 
. : . : rs ions are becoming more and more 
| coverage in a conventional list of New York 4. Gabiah ton . fest impressions are becoming, mere and more 
Cit . h h : e 968 net paid circulation in designed Lithographed Letterhead is a superb 
y newspapers. But more than that, you can 6 months ended Sept. 30 investment. Yet, there is mo need to pay a 
.. : S , pt. 30th—second largest high price for a modern, well designed letter- 
eep your front line trenches constantly alert pe circulation in America—total Serapanten! S000 tor sie owes COMED 
‘ ‘ 487. _—— efi ad our — > io 
for the New York consumer—the biggest cus- , samples and our prce-liat and sce for yeurselt I 
tomer your salesmen have. learned that it pays to order from Universal. 


Write today! Or attach this advertisement to 
your business letterhead and mail it to us— 
the Portfolio will go forward to you FREE 
and without obligation. 


yORK 


ei} Manager About The Mirror 


Universal Litho & Stationery Co. 
4317 Diversey Ave. Chicago, Ill. 
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September Copy 
of Industrials 
in 19.16% Rise 


Chicago, Oct. 14.— Display adver- 
tising in business papers in the in- 
dustrial classification increased 19.16 
per cent in September over the cor- 
responding month last year, accord- 
ing to tabulations in the current 
issue of Industrial Marketing. 

The 68 publications included in 
this classification had 7,225 pages of 
advertising against 6,040 pages in 
September, 1936. Advertising vol- 
ume for the first nine months in this 
group was 21.24 per cent over the 
corresponding period last year. 

In the trade paper classification, 
the 23 publications included had 
1,895 pages for September of this 
year against 1,723 pages in the same 
month last year for an increase of 
9.98 per cent. Cumulative display 


copy in this group for the first nine 
months of this year was 9.89 per cent 
ahead of the same period last year. 

An increase of 14.59 per cent for 
the month over September, 1936, was 
scored by the 11 papers in the class 
group, with 840 pages for the month 
compared with 733 pages in Septem- 
ber last year. For the first nine 
months, display advertising in this 
group was 13.77 per cent above the 
same period last year. 


Webb to Whalen 


R. W. Webb has joined Frank E. 
Whalen Advertising Company, Kan- 
sas City, as vice-president. He was 
formerly treasurer and general man- 
ager of Witte Engine Works and 
general merchandise manager of 
Montgomery Ward & Co. 


Kilmer in New Post 


Floyd D. Kilmer, formerly with 
the News, Dayton, O., has joined 
Gillette Publishing Company, Chi- 
cago, as Ohio representative of 
Sporting Goods Journal. 


TWO SIZES PROMOTED 


This display of the new Pro-phy-lac-tic 

tooth powder gives effective price em- 

phasis to the two sizes. Robert Gair 
Company created the display. 


FIND MOVIE FAN 
EAGER 10 STATE 
HIS PREFERENCE 


St. Louis, Oct. 14.—That the movie- 
going public is ready and eager to 
state its likes and dislikes in defi- 
nite terms was indicated today in 
the disclosure of final results of the 
popularity poll staged by the St. 
Louis Star-Times and Fanchon & 
Marco Theaters, showing a 19 per 
cent return on all questionnaires 
distributed. 

A total of 57,599 returned these 
questionnaires in which a decided 
preference was expressed for Myrna 
Loy, Clark Gable and Shirley Tem- 
ple as acting talent, musical come- 
dies as favored feature films and a 


STORY FROM SOURCE | 
JUST ARRIVED-FROM THE LOFOTEN 
ISLANDS-NORTHotteARCTIC CIRCLE 

FRESH SHIPLOAD OF 
wer Oe 


(od 


Photographic emphasis on the trail of a 

$200,000 cod liver oil shipment from 

arctic water takes this full page news- 

paper copy of Walgreen Company out 
of the prosaic. 


Every afternoon and evening literally millions of 
people from coast to coast sit in our 6,500 motion 
picture theaters. Their eyes and ears are glued to 


the screen. We can place 
fore as many or as few of these audiences as de- 
he for a full sixty seconds, your adver- 

tising story becomes the center of attention— 
nothing else is present to compete for audience 
interest. 
It shows ’em and tells ’em—that’s why it sells 
*em! Write today for complete information—and 
for the names of big advertisers now using Minute 
Movies. 


GENERAL SCREEN ADVERTISING, INC. 


sired. In sig 


WRIGLEY BUILDING ° 


our Minute Movie be- 


CHICAGO 


more than two to one vote 
ble feature programs over 
feature with short subjects. 

Comedy ran second to musical 
comedies in the type of feature pic- 
tures best liked. War and gangster 
films’ were at the bottom of the list. 

Cartoons placed first among the 
short subjects, polling 45.9 per cent 
of the votes. Musical shorts, with 
9 per cent, were second. The vote 
for stage shows totaled 69 per cent, 
and the same percentage favored 
“double-feature” programs over the 
one feature-short subjects bill. 


Take Ballots Home 


Loretta Young and Claudette Col- 
bert placed second and third in the 
poll on favorite actresses. Robert 
Taylor and William Powell followed 
Clark Gable as best liked actors. 
Jane Withers was second to Shirley 
Temple in juvenile talent preference, 
with Freddie Bartholomew third. 

The extent of interest in the poll 
is shown in the fact that more than 
3,500 theater patrons, although re- 
ceiving the ballots at the theater, 
apparently desired further study on 
the questions and took them home 
to be mailed in later. A high per- 
centage of these questionnaires, it 
was reported, contained answers to 
nearly all the questions asked, while 
more than 8,000 individuals took the 
time to make pertinent comments in 
addition to registering their vote. 


for dou- 
the one 


Fisher Returns 


Lloyd Fisher has resigned from 
the sales staff of Elk’s Magazine, New 
York, to rejoin Lawrence Fertig & 
Co., Ine., New York, as account ex- 
ecutive. 
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HARPER & BROTHERS 


Announce the Publication of a Book 
of Extraordinary Importance in tts Field 


“hore Power ta Advertising” 
By James R. Adams 


Executive Vice-President MacManus, John & Adams, Inc. 
DETROIT 


@ There are many good books that tell how to write advertising. But 
here’s one that strikes squarely at the heart of advertising fundamentals. 


Its forty-one chapters take advertising apart piece by piece—and 
show what makes it tick, or fail to tick. From first page to last, the 
volume is a veritable searchlight. 


@ Arthur Capper, senator from Kansas and publisher of the Capper 
publications, writes . . . “‘just about the clearest and sanest analysis 
of the nature and function of advertising | have ever read. Every 
paragraph reveals evidence of experience and clear thinking.” 


Fred Healy, advertising director of the Curtis Publishing Company, 
says—“‘If we could get an acceptance of the principles set forth in 
this book, it would go a long way toward clarifying the thinking of 


people in this business.” 


Marco Morrow says—“‘When I dipped into it, I intended only to 
skim through. But I read every galley!” 


One man read the galley sheets and ordered thirty-five copies; another 
ordered twenty-five; another sent out hundreds of letters to his 
friends, urging them to read the volume. 


@ Mr. Adams has been, successively, publicity director — sales 
promotion manager — advertising manager — copywriter — account 
executive —and principal in a large agency. He has written more 
than fifty million dollars’ worth of advertising with his own hand, 
and has personally directed another volume equally large. 


This is the first printed expression he has ever given to his adver- 
tising convictions—although he has been urged for years to write 
such a volume. 


@ If advertising touches you in any way—read this book! For it is 
just as significant for the man who pays for advertising as for the 
man who prepares it. 


Get it from your book seller, or order direct from the 50 
publisher. Just published . . . . .... 
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Map Program 
for Toronto 


Ltd., 
speaker at one of the forum sessions. 

Further discussion of international 
as well as domestic trade policies 
will be offered in an address by Sir 


in London, would be a featured 


NEED TO TEACH 


Club Exhibit 


Toronto, Oct. 14.—The annual ex- 
hibition of the Advertising & Sales 


Gerald Campbe 
General in New 


| Hubert Greaves, 


Other major speakers include Dr. 


partment of public speaking at Yale 


ll, British Consul- 
York. 


CLERKS ABOUT 
BRANDS URGED 


director of the de- 


Club of Toronto, scheduled for Oct.| University; Porter Leach, Ryan, 
25-28, at the Royal York Hotel here,| Leach & Goode, New York sales con- 
will gain an international slant, it| sultants, and Zenn Kaufman, author| New York, Oct. 14.—Although mil- 


was disclosed today with announce- 
ment that W. G. Abel, recently re- 
turned from a four-year stay as man- | 


session 


int | 


OF 


of “Showmanship in Business.” 
of the conclave will be in 
charge of the Women’s Advertising 
aging director of Campbell Soups, | Club of Toronto. 


VT19990999 
Se i ie 


lions of dollars are spent annually 
by manufacturers for advertising in- 
tended to educate the public to ask 
for their products, the people who 


One 


NEARLY A 


with mines that produce 


$120, 


You'll find no mine shafts in the shadows 
of business buildings. But you will find 
that one of the most richly mineralized re- 
gions on earth—the Salt Lake Market Area 
—in the language of sales 
really a city! 


executives is 


It's a city in the sense of being a unified 
market—held together by an unusual geo- 
graphic situation, and by the traditions of 
an unusual historie background. 


Mining is just one of the basic wealth pro- 
ducers in this unique city. Agriculture and 
livestock add  $236,306,356—manufacturing 


ONE 
UNIFIED 
“BIG CITY 
MARKET 


The Salt Lake Tribune 


MORNING AND SUNDAY 


National Representatives: 
REYNOLDS-FITZGERALD, INC. 


572,000 every year! 


adds $244,466,375—1to the annual income of 
this area. Retail purchases per capita are 


15% above the national average. 


It all spells opportunity for profitable sell- 
ing. Economical selling, too, because this 
market of nearly a million is effectively 
served by one metropolitan medium, The 
Salt Lake Tribune-Telegram, with one of 
the lowest milline rates in the publishing 
field. 


More people read The Tribune and Tele- 
gram than any other six newspapers com- 
bined in this territory. 


Salt Lake Telegram 


EVENING ONLY 


Color Representatives: 
Member, ASSOCIATED WEEKLY 


Alt FOR 


peg ah on ymca ay aeangs 
wees San won gam 


Calvert cc. , | 


ne, 


FIELD 


aa ~~. 


Calvert Distillers Corporation animal series in newspaper copy is expanded to car 
cards in New York with this new display, the same subject also appearing on 
24-sheet posters in Boston and Kansas City. 


actually sell the goods across the 
counter are practically neglected, in 
the opinion of Joseph E. Hanson, 
former advertising counsel for Lig- 
gett Drug Company, speaking this 
week before the Associated Chain 
Drug Stores Convention at the Hotel 
Biltmore. 

As the result of price maintenance 
‘aws, he said, sales clerks now play 
a more vital role than ever before 
because the stores for which they 
work can no longer depend so much 
upon the lure of price advantages 
held before the public as upon their 
ability to render alert, intelligent 
service. He expressed the opinion 
that, without the proper training of 
the sales force, there will be a con- 


tinuation of the situation wherein 
many consumers” entering chain 
stores today are often better in- 


formed regarding products and 
brands than the people behind the 
counters who serve them. 


. 
Need Law Knowledge 


As an indication of the glaring 
lack of information on the part of 
the clerks, he reported the experi- 
ences of a professional shopper who, 
in search of a face powder which she 
averred she had bought before the 
passage of the Feld-Crawford law 
for 89 cents and which was now 


priced at $1, discovered that only 
two clerks out of a score or more 
interviewed were able to tell her 
why the product was now selling at 
the higher, stabilized price. 

As a step toward meeting the prob- 
lem, he announced the publication 
shortly of a monthly magazine to 
be titled, “We Who Sell,” which 
would have a controlled circulation 
among drug chain clerks and execu- 
tives. 

Other speakers at the association . 
meetings included Louis L. Mcll- 
henny, president of Stephen F. Whit- 
man & Sons, Inc., Philadelphia, and 
representatives of the executive of- 
fices of a number of drug chains. 
According to Mr. MclIlhenny, chains 
could easily increase the volume of 
their candy sales if they would do 
more retail advertising featuring 
candies and candy departments. He 
stated that although 2,054,312 pounds 
of candy were sold in drug stores in 
1936, sales of this amount were 
achieved with relatively less expense 
for advertising than for any other 
product division in the stores. 


Pleasantaire Moves 
Pleasantaire Corporation has 


moved its general offices to 1622 
Connecticut avenue, Washington. 
Do, 


--did 


you say | 


MARKET» 


DELAWARE 
is a good market, 


BUT... 


Here's a market that's really TOPS! 


Now—with 5,000 watts daytime, 1,000 watts 
night—WMBD's primary area is doubled . . 


. and it embraces a "cream" market 


almost three times as large as Delaware—with a correspondingly larger popula- 


tion. 


Folks here CAN buy, and DO. 


Eighty-six national advertisers in 1936 


WMBD gives the only complete coverage of the Central Illinois Market. 


proved to their own satisfaction that 
It's a 


fact that WMBD—the station of unexcelled community service—gives best 


results per dollar spent. 


FREE, JOHNS & FIELD, INC., National Representatives. 


WB 
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ISSUE OF LOOK 


HiN WHEN WE LAST TALKED TO YOU.. : 
HIN LOOK’S CIRCULATION GUARANTEE 
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Bests 


705,574 


| AMPHIBIAN ARMY 


Pareles ee Bade 


(TO EVERY-OTHER-WEEK 


PU BLICATI ON SC H E DU LE 


1,375,030 


1,274,014 


Two million in ten months! The chart above 
shows the irresistible circulation march of 
LOOK up to a figure that other magazines 
required years to reach. The conclusion is 
clear that most of those who buy one issue 
of LOOK remain as regular readers. 


And millions have not yet seen their first 
copy of LOOK! 


They will find—as other millions have 
before them—that LOOK is a magazine of a 
new type — solid and substantial in view- 
point—yet one that explores new fields of 


| * Figures quoted tor the period up 

to and including June 22 are audited 
A.B.C. figures. From July 6 to Sep- 
tember 28, the figures are conserva- 
_ tive estimates based on all available 
a facts regarding the sale. 


PO DOL TO IO 


MILLIONS RECOGNIZE THE 
SOLID WORTH OF LOOK! 


1,638,868 
1,648,432 
' 1,938,010 


human interest—delves deeply into little- 


_known facts—analyzes personalities whose 


names make news—builds knowledge of sci- 
entific achievement. And all this zn pictures—a 
form of human expression old when our stone- 
age ancestors finally acquired a vocabulary. 


LOOK is on its way to leadership. From or- 
ders already placed for 1938 advertising it is 
evident that the schedule makers of America 
regard it as a first-choice buy. The 1938 ad- 
vertising swing to LOOK will be as remark- 
able, we think, as the circulation climb now 
in progress. 


A new and extremely advantageous 
rate card will soon be mailed you, 
based on a circulation guarantee 
of 2,000,000, effective April 26, 
1938. LOOK has that two million 
now—and still growing! | 


Look, Incorporated, Des Moines, Iowa 


NEW YORK 
551 Fifth Ave. 


CHICAGO 
333 N. Michigan Ave, 


DETROIT 
General Motors Bldg. 


2,000,000 


eis 


ATLANTA 
Grant Bldg. 
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SMALL FINLAND 
BUDGET BRINGS 
LARGE RETURNS 


laitin Reports Results of 
Advertising Drives 


New York, Oct. 13.—Citing an ex- 
ample of what a small advertising 
pudget can do, B. S. Laitin, in charge 
ef the Belgian and Finnish travel 
accounts for Albert Frank-Guenther 
Law, Ine., New York, returning from 
a business trip abroad, reported that 
travel this year to Finland had in- 
creased 20 per cent over last year 
as a result of the modest advertising 
campaign conducted principally in 
magazines read by teachers and by 
other professional people. ; 

Similar benefits are expected to 
result from the advertising efforts 
of the Belgian government in this 
country this coming year, he stated, 
although the problems of inducing 
travelers to visit that country are 
considerably different in that it can- 
not be advertised, as can Finland, as 
a “new” country in which the thrill 
of exploring “unchartered” ways can 
be experienced. In fact, he said, the 
Belgians are aware of this difference 
and practically suffer from an _ in- 
feriority complex with respect to 
their ability to interest Americans 
to visit their country. 


Must Seek Share 


However, by explaining to leading 
tourist interests, especially to Brus- 
sels hotel men, that while it was 
true that the United States was 
3.000 miles away it was also true 
that more than a quarter of a mil- 
lion Americans already had visited 
Europe this year, Mr. Laitin con- 
vinced) them that the immediate 
selling job was to induce more and 
more of these travelers to poke 
their heads into Belgium. As a con- 
sequence of his missionary work 
and of the enthusiasm of Col. E. F. 
M. Pulinx, director of the official 
tourist bureau, Mr. Laitin is confi- 
dent that Parliament will grant in 
November a substantial appropria- 
tion for expenditure in this country 
in 1937. 


Czech Brewery Intrigues 


In addition to the appeal of the 
country’s “uniqueness,” advertising 
of Finland’s attractions includes em- 
phasis upon the cheapness of travel- 
ing in a country where the monetary 
unit is worth about two American 
cents. Mention is also made of the 
country’s 60,000 lakes and the oppor- 
tunity which is offered of driving a 
car across Lapland to the Arctic 
Ocean. Inquiries elicited by the ad- 
vertising this coming year will be 
answered by a newly established 
Finnish travel information bureau, 
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located in Rockefeller Center and 
directed by Dr. John H. Wuorinen. 
Mr. Laitin was impressed, as most 
others generally are, he said, by the 
distinctiveness of Helsinki, the most 
modern, clean “little city” he had 
ever seen. Its department stores, he 
said, would be a credit to any 
metropolis and its newspapers, more 
so than the Belgian, contain our 
type of display advertising. As to 
campaigns, however, he was told 
that $20,000 was an enormous ap- 
propriation and that a campaign in- 
volving a $5,000 expenditure was 
considered large. 
In addition to 
gium and Finland 
Laitin visited the headquarters of 
Pilsner Urquell beer in _ Pilsner, 
Czechoslovakia, American advertis- 


inspecting Bel- 
intensively, Mr. 


show charged with 
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ing of which is handled by the 
agency. Visitors going through the 
brewery are afforded all the Pilsner 
beer and Prague ham they can con- 
sume, he said, and the amount of 
consumption is reflected in the “re- 
marks” column of a huge book in 
which visitors inscribe their names. 


Film for Sales Clerks 


Hookless Fastener Company, Mead 
ville, Pa., has produced a motion 
picture entitled “Bringing the Cus- 
tomer Back,” for showing to sales 
clerks. 


McKinley in New Post 


Charles J. McKinley has resigned 
as assistant sales manager of Kansas 


50 First Nights 


City Paper House to join Willis & 
Weber Paper Company, Kansas City. 


Hamilton To Be 


Conclave Host 
to Affiliation 


East Aurora, N. Y., Oct. 12.—The 
1938 Advertising Affiliation conven- 
tion will be staged May 13-14 at the 
Royal Connaught Hotel, Hamilton, 
it was announced following the 
annual fall get-together of Affili- 
ation members here. 

The mid-winter business meeting, 
it was also announced, will be held 
Jan. 23 in Buffalo in order that Af- 
filiation members. may attend the 
annual president's ball and reception 


of the Greater Buffalo Advertising 


—— 


EOPLE who listen to radio. we find (and 
this goes for WOR), twirl their dials to each 


the same expectancy that 


whangs its way through a cluster of first- 
nighters awaiting the rise of a first curtain. 
They know very well that there is likely to be 
found on WOR a half-hour of music- punctured 


gossip. the gently acidulous comment of a top 


ee vb) , . 
name orchestra spiced 


here and there by chef d’oeuvres from the lips 
of a mean comedian, and music that is classic, 
the news of the day and other ornaments of 


life. That is, they know the GENERAL idea. 


their pulse and you'll find, 


- ——— ——EEE 


Club on that date. The meeting was 
highlighted by appointment of C. W. 
Elliott, sales manager of the Reed 
Press, Hamilton, as general chairman 
of the convention, and announcement 
that Jamestown, N. Y., is forming an 
advertising club and will seek admis- 
sion to the Affiliation, bringing the 
number of clubs represented to 12. 

Harry W. Whitney, comptroller of 
the Larkin Company, Buffalo, and 
president of the Affiliation, was in 
charge of the meeting here. 


Flako in Campaign 
Flako Products Corporation, New 
Brunswick, N. J., is launching an 
advertising campaign in Philadel- 
phia. H. B. LeQuatte, Inc., New 
York, handles the account. 


as each dial turns to WOR, a very positive 
patter. The curtain’s going up on a NEW show! 
Of course this element of surprise does the 
station a lot of good. But this excitement of 
expectancy goes further: it spills over the 


sponsors message. It drenches each product 
or service offered over WOR with the unique 
extra of being new, fresh. Our sales people 
(ever on the lookout for a loose nickel) would 


like to find a way of charging extra for this 


extra. They know that it’s a something that 
only radio can offer. We won't let them. And 
cagey sponsors may keep on buying this extra- 


for-less ...... on WOR. 
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CALLS FURTHER 
CUTS IN WORK 
HOURS UNSOUND 


New Machinery Institute Book- 
let Says There’s a Limit 


Chicago, Oct. 14.—Pointing to a 
limit below which working hours 
cannot be reduced without serious in- 
creases in costs and prices and conse- 
quent reduced purchasing power and 
living standards, the Machinery and 
Allied Products Institute issued a 
booklet today striking a new note in 
a@ campaign to clarify machinery’s 
place in the employment picture. 

Fifty thousand copies of the book- 
let are being distributed to schools, 
business executives, union officials 
and politicians with additional copies 
available to industries for distribu- 
tion to workers. 

The booklet is part of a series 
launched by the institute, comprising 
representative companies in the in- 
dustrial advertising field, to acquaint 
both the general public and business 
itself with facts contradicting the 
popular opinion that machinery has 
reduced the number of available jobs. 

While the institute does no direct 
advertising, a notable application of 
this theme to a consumer message is 
the series launched by Link-Belt 
Company, as reported in ADVERTISING 
AcE of Sept. 20. 

The new booklet, titled “Machines 
and Working Hours,” explains that 
while obviously goods can be made 
by modern manufacturing methods 
with but a fraction of the work that 
would be necessary if hand methods 
were used, work per unit of finished 
product does not always decline when 
technological improvements are 
made. 


Unit Ratio Rises 


“Many industries show a higher 
ratio of employment to finished prod- 
uct today than they did eight or 10 
years ago,” the institute illustrates. 
“A point is reached where emphasis 
shifts from quantity production to 
quality production. When this shift 
takes place more work is required to 
produce the finished product and em- 
ployment increases.” 

In 1929, the booklet emphasizes, 12 
automobiles were produced per man 
in a year. In 1936, this number had 
been cut to 9.8 automobiles. In the 
steel industry in 1929, one man fin- 
ished 112 pounds an hour while in 
1935 this volume had been reduced to 
80 pounds an hour. 

“In most industries,” the booklet 
concludes, “hours have been reduced 
to the point where further reductions 
would result in decreased output and 
higher costs which would have to be 
paid for in lower standards of living. 
Every reduction in working hours 
after the point of maximum efficiency 
is reached increases production costs 


and these costs must be paid for by 
the consumers—factory workers 
farmers, business men and all the 
rest of the population.” 


Ardern to Milprint 


E. Wm. Ardern, formerly with 
United States Rubber Company, has 
been appointed representative of Mil- 
print, Inc., Milwaukee, in upper New 
York territory and will cover the 
Rochester, Syracuse and Utica dis- 
tricts. 


Baker in New Post 


Bradley R. Baker has _ resigned 
from the advertising department of 
the Foxboro Company, Foxboro, 
Mass., to be space representative in 
New England for New Equipment 
Digest and Service Equipment Di- 
gest. 


Domestic Aims 
Finance Drive 


at Dual Market 


Chicago, Oct. 13.—Coinciding with 
its offer of a new security issue, Do- 
mestic Finance Corporation today 
disclosed plans for a three-months 
campaign in financial publications 
and metropolitan newspapers. in 
which copy will be aimed at both 
the investing public and those in 
the market for loans. 

Mac Harlan, advertising manager, 
said that the principal object of the 
drive is to promote the varied ac- 
tivities of the company in cities 


where it operates subsidiaries, but 
the stock issue tie-in offers a chance 
to do two jobs in one. 

Newspapers in 12 metropolitan 
cities are scheduled for weekly in- 
sertions during the 90 day period of 
the campaign. Also on the list are 
financial publications for  institu- 
tional copy. The list includes Ameri- 
can Banker, Chicago Journal of Com- 
merce, Commercial West, Mid-Conti- 
nent Banker, Northwestern Banker 
and the Wall Street Journal. 

Thornley & Jones, Ine., is the 
agency in charge of the campaign. 


To Norris-Patterson 


W. A. Shilvock, formerly with 
Home Oil Distributors’ Ltd., Vancou- 
ver, B. C., has joined Norris-Patter- 
son, Ltd., Vancouver agency. 


——— 


Gets Wilson Memindex 


Stewart, Hanford & Frohman, Inc, 
Rochester, N. Y., has been appointeg 
to direct the advertising of Wilson 
Memindex Company, Rochester. Mag. 
azines and business papers will be 
used. 


Kaufman with Beskin 


Sam Kaufman, formerly with the 
Minneapolis Shoppers Guide, hag 
joined Gerald S. Beskin Advertising 
Agency, Inc., Minneapolis, as account 
executive. 


Muller an Executive 


Louis F. Muller, Jr., for the past 
seven years account executive with 
Lake-Spiro-Cohn, Inc, Memphisg, 
Tenn., has been named a vice-presj. 
dent. 
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Engineering News-Record 


Factory Management and Meintenance 


Fire Engineering 
Food Industries 
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Municipal Sanitation 
National Petroleum News 
‘ National Provisioner (The) 
National Real Estate Journal 


Air Conditioning ond Refrigeration News 
American Adtiisan 

American Builder and Building Age 
American Machinist 

American Miller 

Ameri Paint J ie 

American Perfumer (The) | 

American Printer (The) 

Atlantic Fisherman 
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Aviation 

Bokers’ Helper 

Bakers Weekly 

Blost Furnace and Stee! Plant 
Brewers Journal 


Bvildings and Building Manogement 
Bus Transportation - 
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‘Ceramic Industry 


Chemical and Metallurgical Engineering 
Coal Age 

Concrete 

Construction Methods and Equipment 
Cotten 

Daily Metal Trade 

Diesel Power and Diesel Transportation © 
Electrical Contracting : 

Electrical West 

Electrical World 

Electronics 

mnaineneien and Mining Journal 


_ Foundry (The) 


Furniture Manyfocturer 

Gas 

Gas Age 

Heating & Ventilating 

Heating, Piping and Air Conditickion 
Hide and Leother with Shoe Factory 
ice Cream Review (The) 

tce Cream Trade Journal (The) 
intand Printer (The) 

fron Age (The) 

Machinery 

Marine Engineering and Shipeing Review 


" Metals & Alfoys 


Modern Brewer ‘ 


Oil Weekly (The) 

Paper Industry (The) 

Paper Mill and Wood Pulp News (The) 
Petroleum Engineer (The) 

Power 

Power Plant Engineering 

Printing Art Quarterly (The) 

Product Engineering 

Railway Age 

Railwoy Electrical Engineer 

Railway Engineering ond Maintenance 
Railway Mechanical Engineer 


‘Railway Signaling 


Refiner. and Natural Gasoline Manvyfacturt! 
Rock Products ~ 
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Retailers Put 
Label Problem 
in Maker’s Lap 


New York, Oct. 14.—Although put- 
ting themselves on record as unqual- 
ifedly in favor of giving the con- 
sumer facts about fabrics through 
fiber identification, members of the 
National Retail Dry Goods Associa- 
tion today declared that manufactur. 
ers must assume the responsibilit 
for such markings. 

In response to a telegraphic poll 
taken by Harold W. Brightman, vice 
president, L. Bamberger & Co., New. 


ark, and chairman of the associa- 
tion’s merchandising division, store 
executives pointed out that if retail- 
ers were made to stand the responsi- 
bility for fiber identification, the 
industry would be faced with “in- 
surmountable difficulties and _  ex- 
pense.” Every store, large and small, 
would be forced to maintain a testing 
laboratory, they said, in order tc 
ascertain the contents of fabrics, and 
even this “could do no more than 
scratch the surface of the problem.” 
In the cases of smaller retailers lab- 
oratory tests would be “practically 
prohibitive,” they added. 
Manufacturers were urged to sup- 
ply the information desired by direct 
stamping or labeling. Simply stating 
fiber content on invoices would not 


be sufficient, it was pointed out, be- 
cause stores would still be required 
to undertake the tremendous task of 
“transcribing the information for 
customer use.” 


Midwest Radio Corp. 


Starts Test Campaign 


Midwest Radio Corporation, Cin- 
cinnati, operating on a factory-to- 
consumer sales program, has started 
a test radio campaign in five cities, 
where it has 16 factory branch show- 
rooms. 

Announcements are scheduled five- 
times-a-week over KDKA, Pittsburgh; 
WCFL, Chicago; WHK. Cleveland: 
WHN, New York, and WFIL, Phila- 
delphia. Key Advertising Company, 
Cincinnati, handles the account. 


Accounts to F. B. & M. 


Illinois Hybrid Corn Growers As- 
sociation, El Paso, IIl., has appointed 
Ford, Browne & Mathews, Chicago, 
for a newspaper, farm paper and ra- 
dio campaign. National Pectin Prod- 
ucts, Chicago, has also named Ford, 
Browne & Mathews to handle its 
advertising. Magazines and business 
papers will be used. 


- ——__—_____.. 


Reo Advances Morgan 


Frank N. Morgan, formerly man- 
ager of the Los Angeles office of Reo 
Motor Car Company, Lansing, Mich., 
has been appointed to the newly cre. 
ated position of assistant to the 
president. Ray Lawrence, formerly 
assistant in Los Angeles, was named 
manager there. 


A? BARREN 


between you and the men who can 


help you boost sales! 


Every busy executive is forced to erect somewhat 
of a defensive barrier between himself and the sales- 
men who call on him. Though his latchstring is out 
to all of them, his own sales problems are hidden 
from the majority. Yet there is one group of men 
who, once allowed to penetrate that barrier, can 
render real sales-upping aid. They are the represen- 
tatives of the strong business papers possessing a 
thorough, intimate knowledge of the markets they 


serve. Given the chance, 
your sales problems. 


And they are responsible men, representing re- 
sponsible publications such as those which banded 
together twenty years ago to form The Associated 
Business Papers, Inc. Ethically administered, vigor- 
ously edited, these industrial, trade and professional 


papers have become the 


they can help you lick 


paper publishing. They devote themselves so dili- 
gently to the subscribers’ interests that they actually 
deliver “packaged influence” to a “conditioned” 
audience of proved buying capacity. There’s bound 
to be a real money’s-worth of advertising value in 
business papers that employ highly-trained editors 
whose sole obligation is to glean and interpret im- 
portant events, to advance practical ideas, and to 
render a tangible service to readers who want it 
enough to pay for it! 


Wholly aside from the advertising value of A.B. P. 


pace-setters of business 


publications, remember that the men who represent 
them are sincerely anxious to give you the benefit 
of their specialized experience. So next time you see 
A.B.P. on a man’s card, invite him behind that bar- 
rier... avail yourself of the many ways in which 
he is ready, willing and able to work for you. 


TWELVE WAYS THE A.B.P. PUBLICATION REPRESENTATIVE CAN HELP YOU: 


1. To sense and evaluate significant trends. 
2. To determine market potentials. 


3. To suggest product or package changes. 


8. To scan copy for trade jargon. 


7. To translate all available market and sales statistics into 
terms of your particular problem. 


9. To suggest new products, or new markets for old products. 


4. To help you select and reach your prime prospects. 19. To suggest ways to make sales promotion more effective. 


5. To help plan sales and 


6. To aid in improving sales and distributive setup. 


advertising strategy. 


11. To help devise practical merchandising material. 
12. To point out specific sales opportunities. 


"= ASSOCIATED BUSINESS PAPERS... 


tmpartial measurement 
of reader interest 
in terme of paid 


circulation 


mre (Package Manufacturing Ae -¢ 
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Sporting Goods Ghabiy 


Crockery & Gless Journe) (The) Hotel Bullekn 4 
Shane Metal Worker Domestic Engineering Sporting Goods Journal 1 ee 
and Leather Reporter Sunes Reusiaadtos Underwear & Hosiery Review (The) Hotel Monthly (The) ‘ 
Southern P Ory Goods Economist : acces _—_ ec: : 
aud tm Power Journal Electricol Merchandising NSTITUTIONA’ VICE ; (The) 
° PROFESSIONAL @ INS Lo SER i 
Textile Bulletin Electrical South Laundry Age 
Textile World Water Works Engineering —_—Electrical Wholesaling Advertising Age eens eanes & Bese (ihe) 
Timberman (The) Water Works and Sewerage Furniture Record Advertising and Selling National Underwriter (The) 
Troffic World (The) Welding Engineer (The) Geyer's Stationer & Business Equipment Topics American Business es ~~ : 
Transit Journal. Weed Worker (The) Gift & Art Buyer (The) mons Se Psa ayaa 
: A American Restauront Magazine (The) Printers’ Ink = 
. Hordware 4 (otc ) American School Board Journal (The) Printers’ ink Monthly 


* TRADE AND MERCHANDISING « 


Automobile Trade Journal 
Boot and Shoe Recorder 
Building Supply News 


c Mida's Criterion 
onadian Grocer Mitk Dealer (The) 
Chain Store Age—Admini ion Edition Mill Supplies 
on Store Age—Druggist Edition Modern Packaging 
in Store Age—General Merchandise Motor Age 
Chali Shes hits brs or Store Executives Edition Petroleum Marketer 
. —Variety Store Managers Edition etailing 
Chein Store Age—Grocery Executives Edition i ae utemetive Jewel 
Chain Store Age—Grocery Managers Edition Spirits vag "a 
Corset ond Underwear Review * 


House Furnishing Review 
infants’ and Children’s Review 
Jewelers’ Circular-Keystone (The) 
Linens ond Domestics 


a aco 


Architectural Forum (The) 
Architectural Record (The) 
Casualty Insurer (The) 
Catholic School Journal (The) 
Editor & Publisher ‘ 
Embalmers’ Monthly (The) 
Hospital Management Tide 
—a\ 


Rough Notes 
Sales 


Real Estete Record 
Restavrant Management 


Signs of the Times 
Starchroom Laundry Journal (The) 


The 1937 A.B.P. BLUE BOOK brings you a two-edged yardstick _ 
of media value; impartial A.B.C. measurement of reader interest 

in terms of net paid circulation, pLus authentic facts relating to 
editorial scope and readership analysis. 
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Reducing via a milk diet is given sup- 

port in this newspaper copy Seoneiane 

the state, sponsored by the New York 

Bureau of Milk Publicity, and featuring 
women's testimonials. 


Newspapers Get 
$400,000 Copy 


for Aluminum 


Pittsburgh, Oct. 14.—A_ $400,000 
institutional campaign in newspapers 
will be initiated in the immediate 
future by Aluminum Company of 
America, supplementing its regular 
magazine and trade paper schedule. 
Kenneth Collins, vice-president of 
Gimbel Brothers, New York, will act 
as consultant in preparation of the 
copy by Fuller & Smith & Ross. 

In announcing the campaign, the 
company referred to the Bureau of 
Advertising, America Newspaper 
Publishers Association, and said it 
was following advice of the bureau 
both in launching the campaign and 
in its copy formula. The latter, it 
said, will be notable for its simplic- 
ity, while dramatized to catch the 
attention of the busy reader. 

“The Aluminum Company con- 
forms with the advice of the Bureau 
of Advertising, which has long op- 
posed the formal language of con- 
ventional institutional copy and has 


pleaded for simple, direct state- 
ments,” said the company’s an- 
nouncement. 


While morning papers will con- 
stitute the backbone of the new cam- 
paign, aimed at reaching the widest 
possible audience, a number of eve- 
ning papers are on the schedule. The 
list, according to the company, is 
not subject to change, “as much time 
has been spent in determining how 
best to obtain the geographical-plus- 
mass distribution which is the object 
of this particular program.” 

The major schedule calls for 10 
insertions of 1,000-line copy, the in- 
itial advertisement appearing the 
last week in October. A secondary 
or “B” schedule provides for inser- 
tions of 5,000 lines. 

The exact nature of the copy to be 
used has not been disclosed. 


Davis to KCKN 


Russ Davis has been named pro- 
duction manager of Station KCKN, 
Kansas City, Kan., Capper Publica- 
tions’ station. 


ome Pontes Sates Renew 


“ve Already Advertised Over WHB 
. . « Those People Are Waiting 
for the Fire Sale to Open” 
WHB 33a 
SU UEDD Sem, 


Harrison 1161, collect, or wire collect to — 


DON DAVIS, President, KANSAS CITY, 
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October 18, 1937 


Voice of the Advertiser 


Higher Price Units 
In Demand, Says Gilde 


To the Editor: Some remarks 
made by Morton Gilde, our general 
sales manager, at a recent meeting 
of our washer and ironer distribu- 
tors, I feel will be of general interest. 

Mr. Gilde pointed out that there 
has been a gradual tendency for con- 
sumers to buy more of the higher 
price and fewer of the lower price 
models and he reported that while 
in 1936 washers sold in the price 
range of $40 and under totaled 6.96 
per cent and 22.19 per cent were in 
the range between $40 and $50, to- 
day sales in the under $40 price 
range have been reduced to 5.64 per 
cent and sales in the $40-$50 class 
have been reduced to 15.55 per cent. 
He also pointed out that sales in the 
$70 and over range have been in- 
creased from 24.17 per cent in 1936 
to 36.31 per cent in 1937. 

B. L. FINN, 

Advertising Manager, Easy 

Washing Machine Corporation, 

Syracuse. 


eam This department is a reader’s forum. Letters are welcome. 


Dramatics for Sales 
Meeting Gets Results 


To the Editor: Frequently sales 
meetings are rather prosaic affairs 
but I think you will be interested in 
the dramatics around the recent an- 
nual lamp bulb dealers’ meeting 
sponsored in Cincinnati by the Cin- 
cinnati Electrical Association. 

It was decided to give the business 
angle of the meeting a sugar coating 
by inclusion of several top flight 
vaudeville acts obtained through 
regular theatrical booking channels 
and in line with this the meeting 
was given promotion by a dodger 
similar to those used for the promo- 
tion of spectacular motion pictures 
and stage productions. 

As a result, 2,200 lamp bulb dealers 
and distributors attended, the largest 
crowd ever assembled for this type 
of promotion and the campaign was 
given a rousing send-off. 

E. R. KELLER, 

Assistant Advertising Manager, 


The Cincinnati Gas & Electric 
Company, Cincinnati. , 


Man-Boy Conversation 
Revolves Around Radio 

To the Editor: Here is a conver: 
sation overheard while strolling on 
Michigan Boulevard last Sunday af- 
ternoon which we thought you would 
find interesting: 

Man with Little Boy walking 
across the avenue from Zenith Radio 
salesroom. 

L.B. pointing to Windcharger on 


top of building: ‘“What’s that, heh 
Pa?” 

Man: “A Radio.” 

L.B.: ‘“‘Why does it turn around?” 

Man: “So that it can better catch 
all the radio programs that’s coming 


over the wind.” 


L.B.: “Why don’t we have one, 
heh Pa?” 
Your reporter is sorry that he 


could not stay around long enough 
to make out the mumbled reply of 


“Heh Pa?” 
Maybe that conversation is the 
height of something or other. 
SIDNEY GERNSBACK, 
Chicago. 
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Band Instruments In 
Modern Display Parade 


To the Editor: All dealers are 
now realizing that it pays to keep 
the store interior clean, neat and 
up-to-the-minute in every respect in 
order to merit the attention of all 
the prospective customers. 

In keeping with the modern trend 
of interior decoration is a new idea 
for band instrument display, involv- 
ing new wall and background mate- 
rials never used before by a band 
instrument manufacturer or dealer 
and a newly-designed, unique instru- 
ment display stand, designed espe- 
cially for the musical instrument 
merchant. 

Since the beginning of band instru- 
ment display and promotion, dealers 
and manufacturers have used col- 
ored plush as a background for their 
instruments, and any type of peg, 
holder, or stand which will support 
them. 

The new display involves uses of 
mirror-finish black ‘Marlite,” a Ma- 
sonite product with smooth processed 
surface, for the backgrounds. Letters 
are metal, chromium plated. The ta- 
bles are made from the same mate- 
rial, only in a finish representing 
French walnut. The edges are trim- 
med with stainless steel mouldings. 


GIVES SUPPORT TO INSTRUMENTS 


Aluminum trimmed, modernized design for dealer instrument display is advanced 
by C. G. Conn Company to get in key with store modernizing trends. 


One of the unusual features of th 
display is the fact that the walny 
used was purchased during th 
World War for use in making gy 
stocks and stored these past 20 years 
in the Conn unheated wood lofts 
where the wood was thoroughly seg 
soned. The walnut is used for the 
turret and upright supports. 


with any color scheme or store de 7 
sign and while beautiful enough t 
be useful as a display fixture, it js 
yet subordinate enough to spotlight 
the instruments being displayed. 
C. Devon ELLiort, 
Advertising Department, C. 
Conn., Ltd., Elkhart, Ind. 
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Copy Cub Receives 


To the Editor: Let me complimen 
Copy Cub upon his 


me one of the brightest spots in your 
excellent newspaper. In fact, like a 
certain soft drink, “It is the pause 
that refreshes” and usually the first 
pause as I begin reading each week's 
issue of ADVERTISING AGE. 
Harry L. Forp, 
Harry L. Ford, Advertising, St. 


Louis. 


WHO? 


WHY? 


and bonuses. 


tising attention. 


HOW ? 


nant, respected Argus-Dispatch 


WHEN ? 


Right Now! 
munity with every prospect of 
prosperity. 


and MORE SALES. 


HITATHEM WHERE THEY LIVE! 


150,000 busy, prosperous people in the 
world’s largest farm machinery center. 


Here, many large industrial plants are 
running full blast with record payrolls 
Here’s buying, building and 
spending activity that commands adver- 


Send your story right into 9 out of 10 of 
Rock Island-Moline homes via the domi- 


Acquaint OUR people with 
YOUR products and services and you'll 
enjoy a substantial reaction in SALES 


Nat’l Rep. The Allen-Klapp-Frazier Co.—New York, 


DAVENDORT 


257 


The display was designed to fit ip 4 
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“Coca-Cola” Compliment | 


refreshing col. @ 
yum, which in all seriousness, is tc © 


INDUSTRIAL PAYROLLS 


in Illinois third largest mar 
ket outside of Chicago. 


Growing Argus - Dispatch 
ineave is at others 
coverage, lineage is proof th 

have discovered the oppe™ 


tunities we suggest to you: 


This is a sound, active com- 


sustained 


A Member of 
ILLINOIS MARKETS 


Chicago, Detroit, St. Louis 
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YES, STRIPPING IS AN ART! 


E’RE not teasing, we're talk- zle? Neat! Takes a star! Takes 
ing about stripping nega- extra good tools and such! 


' tives. Dull? Not if you've ever ed Me Ki We just had three new strip- 


seen one of our strip artists splice ping frames cut out of solid steel 
a bit of fine italics. blocks just to make mistakes prac- 
- You candid camera fans know tically impossible. 

athe _ what a trick it is to retouch a We don’t know where this will 
“| negative? Well, how would you end but we do know it means 
like to play around with pieces better plates for you. See you 
of emulsion like a jig-saw puz- later. 


COLLINS, MILLER & HUTCHINGS !¥¢- 


207 NORTH MICHIGAN AVENUE 


CHICAGO 
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11% Promotion 
Lineage Gain 
for September 


Chicago, Oct. 13.—Promotional ad- 
vertising carried in the advertising 
press during September registered an 
11 per cent increase over August, ac- 
cording to a tabulation released here 
today. 

The September total of 324,086 
lines was 32,340 lines more than 
the August volume of 291,746 lines, 
and 13 per cent above September, 
1936, when the total was 286,552 
lines. 


Newspapers Lead List 


Newspapers led in amount of space 
used with 88,564 lines or 27.3 per 
cent of the total, closely followed by 
magazines with 73,836 lines or 22.8 
per cent. Other important space us- 
ers were as follows: radio, 32,634 
lines, 10 per cent; advertising pro- 
duction, 29,750 lines, 9.1 per cent; 
paper, 29,288 lines or 9 per cent; 
business papers, 17,444 lines, 5.4 per 
cent; and farm papers, 13,650 lines, 
4.2 per cent. 

The publications on which this 


tabulation is based, along with their 
September lineage records, are as 
follows: 


ADVERTISING AGE (w) 
Advertising & Selling (bw).. 45,612 


Printers’ Ink (w)........... 52,262 
Printers’ Ink Monthly....... 23,212 
Sales Management (sm)..... 34,594 
Tee OD secpttacwneseuns ks 26,978 


Agency for Thornton 


Thornton Tandem Company, De- 
troit, has appointed Electrograph 
Company, Detroit, as advertising 
agency. Thornton manufactures 
four-rear-wheel drive units for in- 
creasing load capacity of light trucks. 
Direct mail and trade publications 
will be used. 


Pierce-Airo Appoints 
Pierce-Airo, Inc., New York, manu- 
facturer of DeWald radios, has ap- 
pointed Reiss Advertising, Inc., New 
York, to handle its account. News- 
papers, magazines and business pa- 
pers will be used. 


—___—__—__— 


Rosenthal Advanced 
Herbert I. Rosenthal, assistant di- 
rector of program operations, has 
been appointed general manager of 
Columbia Artists, Inc., New York, 
subsidiary of Columbia Broadcasting 
System. 


DOUBLE DUTY OF 
INSURANCE COPY 
GETS SPOTLIGHT 


Mutual Conference Told Value 
of Safety Promotion 


Grand Rapids, Oct. 12.—Insurance 
advertising was projected as a 
powerful aid in accident prevention 
and safety engineering as well as a 
sales force at the Mutual Advertis- 
ing-Sales Conference staged here 
last week by the National Associa- 
tion of Mutual Insurance Companies. 

Sales contests and publicity were 
also focal points in conference dis- 
cussions addressed by those in the 
insurance field outside of the adver-. 
tising department as well as by ad- 
vertising managers. 

Major speakers included Carl S. 
Crummett, advertising manager of 
the American Mutual Liability In- 


AN | 


a 


LWAYS' keeping abreast of 
current developments in the 
field, AUTOMATIC HEAT and AIR 
CONDITIONING will go with its 
industry to the Fifth International 
Heating and Ventilating Exposition. 
That the industry may know what 
they will see—what they will hear, 
the January issue of AUTOMATIC 
HEAT and AIR CONDITIONING 
will contain a complete preview of 
the Show. It will be carefully read 
by not only those dealers and con- 
tractors who will attend but also 
by those who remain at home, for 
all are constantly aware of the 
necessity for posting themselves 
on what is new in the field. Their 
competitors will know—They too 
must knowl 
Making itself felt throughout the 
entire industry, such a display as 
the Exposition awakens new sell- 
ing opportunities—energizes the 
dealers and contractors—prepares 
the mind of the industry for the 
sales message of the manufacturer! 


ried to the entire industry through 
the January issue of AUTOMATIC 


That's why this issue, particularly, 


ones 


TOGETHER! 


TREATING AND 
" VENTRATING 


This intense interest will be car- 


HEAT and AIR CONDITIONING. 


affords an unrivaled opportunity to 
start or increase your campaign 
and create wide acceptance for 
your product. 

In addition to the preview of the 
Show, the special editorial fea- 
tures, at the right, will add to the 
interest of the January issue and 
cause it to be read and preserved 
for its vital reference data. 

Because this high grade editorial 
content is typical of every issue 
and because every issue com- 
pletely blankets all sales factors in 
the industry, every issue of AUTO- 
MATIC HEAT and AIR CONDI- 
TIONING offers the manufacturer a 
special opportunity to make an 
effective sales appeall 

Requests for further details on 
space reservations or other infor- 
mation are invited. 


Special Features of the 
January Issue 


A LEGISLATIVE STUDY OF THE IN- 
DUSTRY—Reviewing the trend of Na- 
tional, State and Local legislation as 
it affects the sale of automatic heat 
and air conditioning equipment. 


WHAT IS AHEAD FOR 1938—Forecasts 
from men of authority in the auto- 
matic heat and air conditioning in- 
dustry. 

STATISTICAL REVIEW—A_ complete 


statistical picture of the automatic 
heat and air conditioning industry 


for 1937. 


NEW PRODUCTS FOR 1938—Automatic 
heat and air conditioning equipment 
to be announced for sale in 1938. 


a 
————~__ 


MOTION MAKES STOPPER FOR BREAD DISPLAY 


Use of colored lights, flashing intermittently on complementary colors circling the 

"True Wheat" target, adds novel attention value through a revolving effect with- 

out mechanization in this new — oad for Mrs. Karl's Bakeries, Inc., 
Milwaukee. 


surance Company, Boston, and retir- 
ing president of the association; Dr. 
A. J. Altmeyer, chairman of the Fed- 
eral Social Security board; Frank 
Davis, advertising manager of the 
Utica Mutual Insurance Company, 
Utica, N. Y.; W. C. Sampson, vice- 
president and general sales manager 
of Employers Mutuals, Wausau, 
Wis.; L. K. Sharp, advertising man- 
ager of the Mill Owners Mutual Fire 
Insurance Company, Des Moines, 
and Marguerite Auberle, director of 
advertising, Michigan Mutual Lia- 
bility Company, Detroit. 

Mr. Sharp was elected president 
of the association for the coming 
year. Other new officers are P. W. 
Purmort, advertising manager of the 


Central Manufacturers Insurance 
Company, Van Wert, O., vice-presi- 
dent; and Mr. Sampson, secretary- 
treasurer. 


A visual highlight of the confer- 
ence was the exhibit of insurance ad- 
vertising, said to be the largest of 
this type ever assembled. 

In announcing the plan for inten- 
sive participation in the conference 
by executives whose backgrounds in 
insurance are not those of the sales 
and advertising departments, Mr. 
Crummett declared: 

“In the past we advertising men 
have sometimes been accused of be- 
ing too sales minded, of looking 
upon advertising purely as a sales 


force, and forgetting that it can be 
just as powerful an aid in preven. 
tion and safety engineering which 
are basic factors in the success of 
mutual insurance. It can also co- 
ordinate internally the farflung in. 
surance activities in which the 
major mutual companies must today 
engage.” 

Dr. Altmeyer emphasized to the 
delegates that while the cost of 
social security may be high, the cost 
of insecurity is still higher. 

“The price of insecurity,” he said, 
“is paid not only in shattered lives 
but also in bankrupt businesses and 
in tremendous and _ unpredictable 
government expenditures for relief. 
Large sums must be expended in any 
event,” he pointed out, “therefore it 
seems better business to invest them 
in defense rather than to exhaust 
them in emergency spending.” 

Mrs. Auberle called upon insurance 
advertisers in fire and casualty lines 
to increase the amount of feminine 
appeal in their copy. She pointed 
out that this has been too often over- 
looked, although authoritative sta- 
tistics reveal that women control a 
very large share of the real and per. 
sonal property of the nation. 

Price appeal as a selling point in 
mutual insurance was discussed by 
Mr. Sharp, while Mr. Davis de- 
scribed methods of developing bust- 
ness through present policyholders. 


Distributors know 
where “trade winds” blow 


WTAM—the NBC Red Network Station in 
Cleveland— offers complete evidence of the 
effective services it performs for advertisers 
in Northern Ohio and Western Pennsylvania. 
It is the only clear channel, high power 
station in this immense industrial area, reach- 
ing 818,500 radio families. Distributors and 
Dealers should study WTAM’s record for sales 
results before allocating their advertising 
dollars. Letus give you all the impressive facts, 
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POLITICS “OUT” 
1S GERMAN RULE 
IN ADVERTISING 


Hundhausen Contrasts Reich 
Methods with U. S, Practices 


Chicago, Oct. 13.—Testimonials of 
government officials for any product 
would be definitely prohibited in 
German advertising copy, Carl Hund- 
nausen, sales and advertising man- 
ager for Dr. Hillers, A. G., candy 
manufacturer of Solingen, Germany, 
told a luncheon meeting of the Chi- 
cago Financial Advertisers today. 
Mr. Hundhausen compared many 
other salient points in the advertis- 
ing of the two nations, and empha- 
sized his approval of American copy 
as “deeply rooted in psychology and 
understanding of human nature.” 

All German advertising, save that 
of political propaganda and public 
education, he pointed out, is under 
the control of the Werberat der 
Deutschen Wirtschaft, a body com- 
prised of representatives from gov- 
ernment, industry and commerce 
supported by a 2 per cent tax on all 
forms of advertising. 


“Political Twists” Banned 


Among the stipulations laid down 
by this group is that copy must not 
contain any sort of a “political 
twist.” This, Mr. Hundhausen said, 
would bar from all copy the names 
or pictures of those holding any sort 
of government office. Even “free” 
testimonials, or those in which the 
payment is contributed to charity 
would be forbidden. Mr. Hudhausen 
stressed that this rule applied to all 
advertising and not to testimonials 
alone. For example, the statement 
written by Mrs. Roosevelt which 
recently appeared in connection with 
a motion picture advertisement here 
would be taboo, although it was not 
a testimonial. 

Testimonials from the rank and 
file are permitted, Mr. Hundhausen 
said, but when used the full name, 


address and title of the writer must: 


also appear. A testimonial by a 


doctor must specify in which branch , 


of medicine or other knowledge the 
writer obtained his title. 

Other stipulations forbid untruths, 
overstatement, denouncing of com- 
petitors and place limits on loca- 
tions of outdoor advertising. 


Color Copy Limited 


Mr. Hundhausen cited the ad- 
vances made here in color copy. In 
Germany, he said, color copy appears 
in only a few magazines in contrast 
to its widespread use here. He alsc 
reported a much greater use of out- 
door advertising here than in Ger- 
many. There, he said, the governing 
board has taken definite steps to pre- 
vent the overcrowding of highways 
and interference with scenic views. 

Advertising agencies as we know 
them here do not exist in Germany, 
according to Mr. Hundhausen, with 
nearly all copy placed directly by 
the advertiser. An exception to this 
Was an agency formed not long age 
‘in Berlin which now employs some 
60 people. Other than this, agency 
work is in the hands of a few free 
lancers, individuals who act in a 


liaison capacity between media and 
advertisers, 


No Sponsored Programs 


Mr. Hundhausen also commented 
Upon radio and motion picture ad- 
vertising. In Germany, the radio 
listener, unless extremely poor, must 
Pay a fee in order to use his set. 
Advertising does not appear in radio 
broadcasts. Contrasted to this, Mr. 

undhausen reported that nearly all 
motion pictures shown in Germany 
iy accompanied by “commercials” 

. . Similar fashion to that em- 
sh ed in American radio broadeast- 
PB are there any “battles” be- 
ween local and national rates in 


Germany, Mr. Hundhausen reported. 
All newspapers have a uniform col- 
umn width, with rates and discounts 
for each newspaper the same to all 
advertisers. 


“Exclusive” Advertising Forbidden 


“Exclusive” advertising is forbid- 
den, although an advertiser can re- 
quest that a competitor’s copy be ex- 
cluded from the same or an opposite 
page. 

Electric signs are found only in 
the larger cities, according to Mr. 
Hundhausen, in comparison to their 
wide use here. Mr. Hundhausen, at 
present on a business trip through 
this country, is the author of “Fi- 
nancial Advertising in the United 
States,” published a few years ago 
in Germany. 


Color Roto is 


‘Discovered’ by 
N. Y. Retailers 


New York, Oct. 13.—Color rotogra- 
vure advertising has been ‘“discov- 
ered” by New York department 
stores. Once regarded as “too expen- 
sive” for department stores, which 
needs must make an immediate 
translation of space costs into sales, 
color rotogravure has been found to 
be one of the least expensive media 
ever used, as far as that index is 
concerned. 

Macy, which has pioneered many 
advertising innovations, must be 


credited again. The big store took 
a page in color in the rotogravure 
section of one newspaper recently 
and the results amazed its execu- 
tives, even when the figures were 
confined to the $2.99 dresses adver- 
tised, and other volume secured as 
the result of the additional store 
traffic was ignored. 

The tidings quickly gained circula- 
tion and in an issue following soon 
after, the News carried nine pages of 
retail color rotogravure. Other news- 
papers have also benefited from the 
spread of interest in color rotogra- 
vure among retailers, with the re- 
sult that the fall of 1937 will show 
a huge increase in retail lineage of 
this character. 

Retailers are also displaying inter- 


est in run-of-paper color. Unfortu- 
nately for all concerned, New York 
newspapers are not prepared to ac- 
cept much, if any, advertising of 
this kind, the Middle West being far 
ahead of the East in run-of-paper 
color. 


Brann Resigns 


Richard E. Brann has resigned as 
business manager of American Le- 
gion Magazine, Indianapolis, Ind., ef- 
fective Oct. 31, to go into business for 
himself in Augusta, Me. 


Cook to Ross Research 


Harold W. Cook, formerly advertis- 
ing director of Delineator, has been 
named national sales counselor of 
Ross Federal Research Corporation, 
New York. 
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knows that the more porcelain enamel 


Firestone Tire and Rubber Com- 


pany is another advertiser who 


they use the more alive will be their 


selling effort. Here is a view of their Monroe, Michigan store where not only are all the signs 


porcelain enameled but the canopy and station front as well. 


The men who are responsible for the expenditure of Firestone’s advertising appropriation 


think a great deal of porcelain enameled signs. They know it to be the only practical material 


for signs. Firestone know that their porcelain enameled signs are fire(d)stone. Indeed, that’s 


exactly what porcelain enamel is. Pulverized rock melted down to a molten lava then fired 


onto its supporting steel at the intense heat of 1550°F. Being mineral, color pigments and 


all, porcelain enameled signs sell more—tell a clearer story—do a better job—because they 


- a retain their original brilliance for years. 


For sign efficiency—durability—clarity—economy—salvage value—portability—freedom 


from maintenance—be sure your signs are porcelain enameled. Right now, before you forget 


it, send for a free copy of that interesting and instructive book: ‘Porcelain Enameled Signs.” 
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EDUCATIONAL BUREAU 
PORCELAIN ENAMEL INSTITUTE, Inc. 


612 North Michigan Avenue, Chicago, Illinois 


PORCELAIN: ENAMEL 
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ADVERTISING AGE 


October 18, 1937 


Freezer-Fresh 


Bids for 4th 


Meal Appetite 


‘is the advertising agency for the as- 


Chicago, Oct. 12.—Making a bid 
for the fourth meal or bed-time snack 
appetite and offsetting the tendency 
toward a winter slump in ice cream 
sales, the Counter Freezer Associa- 
tion has announced a new nation- 
wide drive on behalf of Freezer-Fresh 
ice cream. 

The merchandising drive, aimed at 


the late evening meal market, in- 
cludes newspaper, direct mail and 
display advertising, supported by 


field instruction of retail clerks’ sell- 
ing activities. It is reported that 
there are at present 9,500 retail coun- 
ter freezer operators. Manufacturers 
of counter freezers and those who 
supply ice cream mix and flavors will 
co-operate in the campaign. 


Sales Weeks Planned 


In addition to the advertising pro- 
gram, special sales weeks have been 
arranged by the association. These 
are “Candy Week,’ promoting the 
sale of candy ice cream, Oct. 10-16; 
development of party and banquet 
business, Oct. 17-23; the sale of ice 
cream to Halloween parties, Oct. 24- 


\31, and a special banana ice cream 
\drive for the week ending Nov. 7. 

| Newspaper copy, displays and other 
material will be furnished to dealers 


7 ee 
and copyrighted by the association 
|for the exclusive use of its members. 


C. Franklin Brown & Co., Chicago, 


sociation. 
‘ . ; ; . . . 

_ New Kelvinator Division 
Nash-Kel- 


| Kelvinator division of 


vinator Corporation, Detroit, has es- | 


|tablished a new apartment house 
| department with headquarters in the 
|Chanin bldg., New York. This divi 
| sion, headed by John J. Massini, will 
direct the merchandising of Kelvina- 
tor household appliances in the apart- 
ment field. 


Piggly-Wiggly Moves 

Piggly - Wiggly Corporation § will 
move its executive offices from Cin- 
cinnati to the Hurt bldg., Atlanta, 
Ga., Nov. 1. No changes will be 
made in the executive personnel of 
the corporation, Albert Morrill, pres- 
ident, has announced. 


Serves Negro Market 
Branford-Cristie Company, New 
York, has been organized to give 
merchandising and copy preparation 
services for advertisers in the na- 
tion’s two-billion dollar negro mar- 

ket. Offices are at 1133 Broadway. 


NEW ANGLE 
Valin Says: PENNSYLVANIA XX — YALE XX = 


... but you can always bet on Spey-Royal! 


wHEen Goon | 

FELLOWS 
GET 

TOGETHER 


10-YEAR-OLD blended Scotch Whisky 
of BW. & A. Gilbey, Lid, world’s largest individual distiller. 


GILBEYS S 


BLENDED SCOTCH WHISKY . DISTILLED IN SCOTLAND 
Kt. Williams & Co. ine, New York - Distributors 


premium product 


0 A pret 


School ‘characters’ in Mullin cartoon 

style are wrapped around a bottle of 

Gilbey's in the R. C. Williams & Co. 

series featuring what will happen in a 
leading grid contest. 


WGN Transmitter Moves 

Station WGN, Chicago, has been 
authorized by the Federal Communi- 
cations Commission to move _ its 
transmitter and power station from 
Elgin, Ill., to a site 15 miles north- 
west of Chicago. On a tract of 100 
acres bought by the station, vertical 
antennae 750 feet high will be 


erected. 


5000 
WATTS DAY 


FOR THE 
WINTER RADIO SEASON OF 1937-38 


RADIO STATION 


wmc 


HAS BEEN ASSIGNED THE LARGEST SCHEDULE 
OF COMMERCIAL BROADCASTS IN THE 
HISTORY OF ANY MID-SOUTH RADIO STATION 


178 LOCAL COMM 


4: _ «84 bab 
Pie, xv —~ 


COMING 


212 NATIONAL SPOT PROGRAMS PER MONTH 


(exclusive of network commercials) 


ERCIAL PROGRAMS PER MONTH 


Owned and operated by 


THE COMMERCIAL APPEAL 
"The South's Greatest Newspaper’ 


NBC RED NETWORK 
REPRESENTED BY: THE BRANHAM COMPANY 
THE REWARD FOR RESULTS PRODUCED 


ALL AND 


1000 
WATTS NIGHT 


Grid Forecast 
Gives Gilbey's 
Timely Tie-Up 


New York, Oct. 14.—Timely foot- 
ball score predictions, made by Wil- 
lard Mullin, sports cartoonist, head- 
line a new campaign in metropolitan 
newspapers by R. C. Williams & Co., 


for Gilbey’s Spey-Royal Scotch 
‘| whisky. 
Copy features Mullin cartoons 


which show the symbolical charac- 
ters of the colleges involved in the 
respective games with a large bottle 
of Gilbey’s around which the Lion 
and the Mule, the Bull Dog and Old 
Quaker, the Panther and the Ram or 
other personifications are gathered. 
Typical copy states that “Mullin 
says: Pennsylvania 7—Yale 14. 
but you can always bet on Spey- 
Royal ... when good fellows get to- 
gether.” 


Mullin Bats .500 


In connection with the first two 
games featured in the advertise- 
ments, those of Columbia-Army and 
Pennsylvania-Yale, the prognostica- 
tor scored with the forecast that 
Yale would win and fumbled by 
picking Columbia over Army, al- 


though in both instances he was 
wrong with respect to the actual 
scores. 


“Even if he is wrong most of the 
rest of the time it will not matter,” 
said officials of Bermingham, Castle- 
man & Pierce, Inc., agency in charge, 
“because predicting in this field is 
generally wild and, besides, our 
copy says to ‘bet on Spey-Royal!” 


Furthermore, it was. said, the 
series leaves no room for and re- 
quires no explanation of wrong 
guesses. 


Caldwell Wins Again 

John Milton Caldwell, winner of 
the 1937 ADVERTISING AGE essay con- 
test, has received third prize in the 
C. |. T. Corporation contest for 
safety in street and highway traffic 
He recently joined Morse Interna- 
tional, Inc., New York. 


— 


PREDICTS SCORES 


r Mullin says: COLUMBIA Xx — ARMY Xx 
... but you can always bet on Spey-Royal! 


ae 
premium product 
of W. & A. Gilbey, Lad, world’s largest individual distiller, 


GILBEYS Sree Keya/ 


BLENDED SCOTCH WHISKY . DISTILLED IN SCOTLAND 
ne 


10-YEAR-OLD blended Seotch Whisky 


Williams & Co. lee. New York - Distributors 


2 pomet 


R. C. Williams & Co. has opened a pro. 
motion series in New York newspaper; 


for Gilbey's whisky, with Mullin cartoons 


spot punch. 


WBBM Names 


Contact Woman 


Carroll Mountjoy has been ap. 
pointed women’s contact woman of 
Station WBBM, Chicago, said to be 
the first contact woman for any 
major radio station. 

Mrs. Mountjoy will maintain pub. 
lic relations with women’s clubs 
parent teachers’ associations, schools 
libraries and other organizations 
She was formerly on the copy staff 
of Stack-Goble Advertising Agency, 
Chicago. 


Gets Ramco Account 


Van Auken-Ragland, Inc., Chicago, 
has been appointed to direct the ad: 
vertising of Ramsey Accessories Mfg 
Corporation, St. Louis, maker of 
Ramco piston rings. Magazines, 
business papers and direct mail will 
be used. 


Garry Joins Leech 


Berj Garry, Pittsburgh artist, has 
New York. 


“Broadcasting” Moves 


Broadcasting has moved its New 
York offices to larger quarters at 
250 Park avenue. 


ERAGE of medium sized Dep 
Stores is 71°9,—and of giant 
ment Stores 99%. 


ing support editorially than its 
contemporary. 


ular 


83°, of the Total Annual Department 
Store sales are done in medium sized 
Department Stores (sales between 
$100,000 to $1,500,000) and giant stores 
(sales over $1,500,000). 


The Dry Goods ECONOMIST COY- 


In the recent scientific survey of the 
Psychological Corporation, Department 
Store Executives and Buyers selected for 
reader interest and preference the Dry 


Goods ECONOMIST. 


In addition to COVERAGE and PREF- 
ERENCE the Dry Goods ECONOMIST 


offers advertisers 129°/, more advertis- 


Turn Department Store COVERAGE 
PREFERENCE and VALUE into sales. 
Use the Dry Goods ECONOMIST res 


DEPARTMENT STORES. 


artment 
Depart- 


nearest 


ly to advertise your product to 


€CON 


i The Department Store Magazine . 
239 WEST 39TH STREET | NEW YORK, N- ¥ 
. A Chitton (Y) Publication aS 


OmISI 


and football game forecasts giving a | : 


joined Herbert C. Leech Illustrators . 
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ADVERTISING AGE 


ADVERTISING 
HELD ESSENCE 
OF DEMOCRACY 


A Daily Referendum, Says 
Sugar Chairman 


New York, Oct. 14.—“Advertising 
brings private business within the 
primary principles of pure democ- 
racy. Advertising, by submission of 
its wares to the jury of all buyers, 
brings business under more equitable 
judgments than can be devised by 
our governmental servants. It sub- 
mits business to a continuous refer- 
endum—to a daily mandate.” 

This significant statement was 
made today by Earl D. Babst, chair- 
man of the board, American Sugar 
Refining Company, in an appraisal of 
advertising. While Mr. Babst did not 
reveal the inspiration for this sum- 
ming up, it is believed that recent 
criticisms from many sources were 
its motivation. 

The head of American Sugar Re- 
fining Company played a pioneer part 
in the introduction and protection 
of trade-marked package foods in 
this country. He became president 
of the company in 1915, and has 
long been a champion of consistent 
and truthful advertising. 


Public Makes Decision 


Referring to advertising as a pub- 
lic pledge, Mr. Babst said that the 
printed or spoken word, reaching 
large audiences through advertising, 
is a direct appeal to each person in 
a given market, thus calling on the 
publie to decide, 

Business, no matter of what name. 
character or size, he said, is the out- 
growth of some service to mankind. 
and acceptance and recognition of 
this fact is spoken of broadly as 
good will. 

“Good will, as a balance sheet as- 
set,’ Mr. Babst recalled, “came in 
for much discussion in American 
finance some years ago when stock- 
holders gave it definite recognition 
aS a capital asset, sometimes re- 
ferred to as ‘watered stock.’ In many 
instances, however, so great was the 
good will of the article produced 
that the profits which accumulated 
as the result of repeated returns of 
Satisfied customers ‘squeezed out the 
water.’ Many of these watered stocks 
are now desired by the public at a 
price many times the value repre- 
sented originally by the visible as- 
sets,”’ 

This means, Mr. Babst continued, 
that the item of good will has come 
‘o have a far greater value than any 
physical property of any company. 
Though the entire physical plants of 
many large companies could easily 
be destroyed by flood or earthquake, 
the good will attaching to their 
trade-marks is so lasting that only 
a temporary interruption of business 
would occur. 

In spite of all of these famous 
Names, Mr. Babst asserted, none en- 
Joys a monopoly. No single company 
has expanded as rapidly as the na- 
onal market. 

“Competition fairly blooms in an 
*xpanding market,” he commented 


Advertising is the handmaiden of 
competition.” 


Pledge of Quality 


Whoever submits his service to the 
Dublic, he said. pledges himself to 
quality, truth and value. In giving 
his product a name, he also pro- 
Vides the public with the means of 
‘tick and easy rejection. 

i. — . therefore, transfers 
‘e public the power to protect 


itself. That the public realizes the 


Mailing Service 


Multigraphed letters filled-in equal 
to individually typewritten ones. 
THE a aING-MIMEOGRAPHING 
THE LETTER SHOP, Inc. 

So. Dearborn St., Wabash 8655 
CHICAGO 


protection it possesses in this com- 
petitive development is conclusively 
shown by its rejection of the doubt- 
ful depths of bin and barrel, and by 
its steadily increasing acceptance of 
trade-marked packaged products, and 
by the ever-growing number of ad- 
vertised articles in our daily life. 

“Advertising is our most powerful 
answer to the old abuses of at- 
tempted monopoly.” 

Mr. Babst recalled the definition oi! 
good will given by Lord Eldon more | - 


than a century ago: “The probabil- Lafayette Radio Drive 


ity that the old customers will re- ; 
sort to the old place.” | Wholesale Radio Service Company, 
“Advertising is today’s call to ‘re- New York, started a 13-week a 
sort to the old place,’” said Mr paper campaign Oct. 5 for Lafayette 
ps lee “**\ radios. Copy appears in Atlanta Con- 
Babst. “It is today’s pledge of fair| stitution and Journal, Boston Post, 


trading. fair price, full weight, hon-| @picago Times, Long Island Press 
est label and full value.” and Newark News. Bus cards will be 


Rap-in-Wax Goes East 

Rapinwax Paper Company, Min- 
neapolis and Chicago, maker of Rap 
in-Wax, is planning an _ extensive 
campaign in the New York metro- 
politan market. Station WOR and 
12 newspapers will be used in addi- 
tion to store display helps. J. R. 
Smith Sales Company is New York 
sales distributor and W. I. Tracy, 
Inc., New York, handles the adver- 
tising account. 


, Crosley Promotes Two 

Powel Crosley III, one of the vice- 
presidents of Crosley Radio Corpora- 
tion, Cincinnati, has been appointed 
in charge of the radio set manufac- 
turing division. J. P. Rogers, also 
a vice-president, has been named to 
head the private brand division cov- 
ering the sale of automobile radio 
sets to car manufacturers and spe- 
cial brand radios and refrigerators 
to large users. 


Pines in Detroit 
Ned Pines, New York, publisher of 
College Humor, Mechanics &€ Handi- 
craft, and Thrilling Fiction Unit, has 
opened a Detroit office in the Gen- 


Consumer Stock to 
Good Will Fund 


Boston, Oct. 14.— The stock 

| of Consumer Distribution Cor- 
poration, which was organized 
by Edward A. Filene, late Bos- 
ton merchant, to promote co- 
operative stores, has been left 
to the Good Will Fund, an in- 
corporated charitable and edu- 
cational foundation, under 
terms of his will. It was said 
this will entail no change in 
operation of the corporation. 


| 
| 


——s = : = eral Motors bldg., with H. A. Vogel, 
formerly a partner in Beckman, 
used beginning Nov. 1. Riess Adver-| Vogel & Beerbohm Agency, Detroit, 
tising, Inc., New York, is in charge.|in charge. 


~ KENTUCKIANA FARM INCOMES 


This is a section of the group of more than 8,000 farmers 
who gathered in Louisville to hear Secretary of Agriculture 
¥ allace. 


over last year. 


The incomes of this group have increased 62% 


Tre substantial increase in income, both 
in the agricultural and industrial centers of 
this market, has been a tremendous stim- 
ulus to trade. Both retail and wholesale 
sales are higher than they have been in 
years and prospects for Fall buying are the 
brightest. This is the time to concentrate 
your sales efforts on this ready-to-buy 
market. 


Department Store sales 


...and Industry and 
trade are Humming... 


Louisville ranks 17th as a manufacturing center. Indus- 


trial employment 6% above the 1929 boom figure. 


11.3% ahead of 1936 


(7 months). Bank deposits hit record high on January |, 


THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


Represented Nationally by The Branham Company 


1937. 
ahead of 1936. Kentucky ranks | Ith in internal revenue 
payments. 


Income tax collections for 1937 were 44% 


Bank clearings for first 9 months 16% 


ahead of 1936. 


WHAS 


Edward Petry & Co., National Representatives 
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Pilcher Will Head 
AAM for ’37-’38 


Eugene C. Pilcher, Manufacturing 
Confectioner Publishing Company, 
has been elected president of the As- 
sociation of Advertising Men, New 
York, for the ensuing year. 

Other officers elected are John Mc- 
Guire, Whitney & Co., vice-president; 
A. J. Gould, Alexander Publishing 
Company, secretary; T. L. Martin, T. 
L. Martin Company, treasurer; B. 
Walter Radcliffe, Jr., King Typo- 
graphic Service, assistant secretary, 
and Henry Kress, George E. Hatch 
Advertising Company, assistant 
treasurer. 


Issues New Rates 


Effective with the January, 1938, 
issues, Modern Magazines, New York, 
consisting of Modern Romances, Mod- 
ern Screen and Radio Stars, will 
guarantee 1,600,000 circulation at a 
page rate of $3,200. Protection at the 
current rate of $2,800 for all 1938 is- 
sues is available to all advertisers 
until Nov. 1, 1937. 


Announces Special Issue 


The January, 1938, issue of The 
Parents’ Magazine, New York, will be 
a “when-mother-was-a-girl” number, 
and a special feature will be a port- 
folio of advertisements of products 
which appeared when mother was a 
girl, to be selected with a view to 
editorial interest. 


3 CHAINS MAKE 
SALES RECORDS 
FOR SEPTEMBER 


New York, Oct. 14.— Substantial 
sales gains for September were 
shown today in reports received by 
ADVERTISING AGE from 29 major 
chain stores, with three organiza- 
tions, Sears, Roebuck & Co., Mont- 
gomery Ward & Co. and F. W. Wool- 
worth establishing new records for 
the month. 

Kroger Grocery & Baking Com- 
pany, Cincinnati, was the one com- 
pany to list a slight loss of 1 per 
cent. This company’s report, how- 
ever, covers only the four week 
period ended Sept. 11. 

Sears’ sales total for its ninth 
period, Sept. 11-Oct. 8, was $54,758,- 
329, the highest ninth period total in 
the company’s history. This figure 
was also second highest to that ever 
recorded for any period, being topped 
only by the 12th period of 1936. 

Ward’s September sales totaled 
$37,458,815, an increase of 12.3 per 


ADVERTISING AGE October 18, 1937 
SEPTEMBER SALES OF CHAIN STORES 
September, September, % Gain Nine Nine 
Company 1937 1936 or Loss Months, 1937 Months,1936 or Loss 

OE Ee re ee $ 1,732,653 $ 1,280,699 + 35.3 $ 13,229,001 $ 10,992,145 + 20.3 
Consolidated Retail Stores.... 1,011,469 870,789 +16.1 6,744,015 6,156,707 +9.5 
Ro ais said ange hee aes 2,487,006 + i$ cevsees +19.1 17,434,083 14,016,006 +244 
a i PRs poneknese seas 324,712 323,779 +0.2 2,719,913 2,578,392 +54 
i, ae i. 2 sce weenebe ees 6050 7,819,020 7,443,324 +5.0 65,416,135 63,197,662 +3.5 
Interstate Dept. Stores........ 1,859,514 1,819,297 + 2.2 $14,591,052 $14,264,084 +2.3 
PJOWOR TOR GO. secvcccocccsves 1,705,383 1,518,283 +12.3 15,775,307 13,761,768 +146 
Te Be cccaceeeeeeseee ve 12,096,784 11,752,862 +2.9 104,135,481 98,605,172 +5.6 
B. Bh, BOGS sccccvcccccccvcseoes 6,931,461 6,784,535 + 2.2 58,744,105 57,391,651 +24 
*Kroger Groc. and Baking Co. 17,952,438 18,083,501 —1.0 172,732,250 163,122,074 +6.0 
Lane Bryant .ccccccccsecccese 1,201,256 1,106,330 Pty 10,659,957 10,155,747 +5.0 
ee EPA ee a 2,969,979 2,620,192 - 4 4«&( wad. emis Keen 
DieCrery BiOFOR «csccccvccesee 3,107,874 3,096,484 +0.3 27,598,596 26,800,711 +2.9 
McLellan Stores ......cccccees 1,788,746 1,711,838 +4.5 $13,661,844 $12,854,255 +6.3 
TMelville Shoe .......ceeeee> 3,802,255 3,387,267 +12.2 29,107,959 25,788,884 +12,8 
Montgomery Ward .........-- 37,458,815 33,357,194 +12.3 $270,963,615 §220,142,647 + 23.0 
Ce © MM nce ccerccccscases 3,335,310 2,907,459 +14.7 28,592,793 24,711,877 +15.7 
Neisner Brothers ...........-.- 1,828,915 1,657,471 +10.3 15,385,694 14,204,957 +8.3 
MB, ID ck cnes vivcsseece 4,063,731 3,873,558 +4.9 33,718,195 31,774,883 +6.1 
BO PO sn cde rdecccscensecs 24,806,212 22,524,426 +10.1 180,285,659 166,182,297 +8.4 
Peoples Drug Stores.......... 1,774,769 1,683,977 +65.4 16,319,978 15,014,949 + 8.7 
tSafeway Stores ............. 31,683,983 28,180,768 +12.4 293,288,700 258,618,005 +13.4 
Schiff Company ............: 1,204,132 1,031,982 +16.6 9,498,217 8,929,134 +6.2 
Rose's BtOrPTem .ccccccscccccces 449,122 420,389 +6.8 3,409,154 3,116,682 +9.4 
xSears, Roebuck & Co......... 54,758,329 50,388,116 +8.7 386,344,207 338,732,507 +141 
BpleMel ..ccccccesescocres ...-+ 6,649,811 4,584,397 + 23.2 35,916,833 27,988,848 + 28.3 
Walgreen ...cccccccvessecesee 5,715,376 5,166,902 +10.6 49,829,408 45,843,164 + 8.7 
Western Auto Supply......... 3,313,000 2,272,000 + 45.8 26,457,000 17,203,000 +53.8 
F. W. Woolworth......-+ssee- 24,271,151 23,433,453 + 3.6 205,662,122 194,248,005 +5.9 

*For four and 36-week periods ended Sept. 11. 

+For four and 40-week periods ended Sept. 25. 

tFor four and 40-week periods ended Oct. 2. 

§Eight months ended Sept. 30. 

xFor periods Sept. 11-Oct. 8 and Jan. 30-Oct. 8. 
cent over the total Ra nN wc _ = be gen - ay Camera Corp. Announces 
month last year. oolwor re- a y, which re- p> 
ported $24,271,151, a 3.6 per cent] ported $3,313,000, an increase of 45.8 Robot Movie Projector 
gain over September, 1936. per cent over the total for the same|__ Universal Camera Corporation, | 

The highest percentage of gain|month last year. This company’s New York, has announced a new con- 


grocers 7 days each 
among days of the 


different problem. 
usual Los Angeles, 


SHOPPING DAY SNOOP 
Over 22% of Los Angeles housewives go to their 


week! Sunday ranks fourth 
week in volume of business 


done by local open-air, drive-in markets. Such 
unusual day-of-the-week preferences for shop- 
ping hints that cultivation of this market is a 


For facts on selling in wn- 
write The Times. 


FAMILY HOBBY DEPARTMENT 


STATISTICAL DESK POUNDING 


Interesting figures turned up by the Statistical Depart- 
ment: Los Angeles contains 23% of the population of the 
7 westernmost states. Represents 26% of the retail sales. 
28% of the telephone subscribers. 29% of the homes wired 
27% of all income tax returns. And the 


for electricity. 


Within a day’s drive of Los Angeles is every kind of scenery and 
climate, which accounts for the greatest single local interest— 
taking motor trips. Another reason why the 713,000 auto-owning 
Los Angelenos are better-than-average prospects for many an 
advertised product. 


cost of reaching 215,768 families via The Times (daily) is pic 


ADVERTISING 
DOLLARS 
TWO FOR ONE 


less than half that of other Ios Angeles newspapers. 


IN THE WEST 


THE “PURLINE” measures advertising costs here in a new 
way. A Purline is the cost per line per billion dollars of purchas- 
ing power reached. For The Times, it is only 47c—for other Los 
Angeles newspapers, from $1.00 to $1.16. Thus, in Los Angeles, 
The Times doubles the sales expectancy of advertising dollars. 
For further Purline data, or information on local selling prob- 
lems, write The Times, Los Angeles, or Williams, Lawrence and 
Cresmer, New York, Chicago, Detroit, San Francisco. 


LOS ANGELES TIMES 


LARGEST MORNING CIRCULATION 


increase in August sales was like- 
wise the highest in percentage of 
the companies reporting last month. 

Among the other large totals for 
September sales were those of Safe- 
way Stores, $31,683,983; S. S. Kresge, 
$12,096,784; J. C. Penney Company, 
$24,806,212, and Walgreen Company. 
$5,715,376. Figures for individual 
companies for the month, as well as 
cumulative totals are shown in the 
accompanying table. 


Canada Dry on Radio 


Canada Dry Ginger Ale, Inc., New 
York, has inaugurated a news pro- 
gram over WOR, Newark; WFIL, 
Philadelphia, and WTAR, Norfolk, 
Va. The service is supplied by 
Transradio News and the commenta- 
tor is Vincent Connolly. In addition, 
the current advertising program pro- 
vides for use of national magazines 
and newspapers in 88 cities. 


tinuous 8 mm. projector for window 
advertising which operates behind a 
translucent type screen. It runs a 3 
minute sales film and has a robot 
control enabling pedestrians to start 
the projector by touching the win- 
dow glass. 

This new Univex will be offered at 
$25, and sales films can be supplied 
the dealer weekly or monthly at a 
cost of 50 cents each. 


Now Gene Furgason & Co. 
Furgason & Aston, Inc., radio sta: 


tion representative organization, has 4 
become Gene Furgason & Co. No |- 


change in personnel or office loca- 
tions in New York, Chicago, Detroit 
and Kansas City, is entailed. 


Retains Krivit 
Samuel G. Krivit Company, Inc. 
New York, has been retained to di- 
rect sales promotion and advertising 
for the newly formed Sbicca-Del Mac 
Corporation, New York. 


To sell your product to the chains, 
the first essential is to contact 
buyers at headquarters. But that 
is only one door to the chain store 
market. 


The chain store set-up doesn’t per- 
mit you to approach store man- 
agers ...even by mail. Yet man- 
agers are of the utmost impor- 
tance to you... they are the men 
who contro] the sale of your mer- 
chandise over the counter. CHAIN 


This key opens both doors 
to the bs BILLION DOLLAR 


CHAIN STORE MARKET 


STORE AGE offers you a paid 
circulation reaching these men. 


To reach the man who buys as well 
as the man who sells, use CHAIN 
STORE AGE. Through our six 
specialized editions you can get 
your sales story to any part of 
the chain store field . . . directly, 
effectively and economically. 


CHAIN STORE AGE 


93 WORTH STREET 
ABC NEW YORK ABP 
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RIDGWAYS TIES 
IN DEALER WITH 
PERSONAL MAIL 


Tests Letters from Home Office 
in 52 Cities 


New York, Oct. 12.—A novel ap- 
plication of personalized direct mail 
promotion has been launched as ap 
experiment in 52 cities from coast 
to coast by Ridgways, Inc., for Ridg- 
ways teas. Choosing a single dealer 
in each of the markets, Ridgways 
is sending letters, individually typed 
and signed, to six selected consum- 
ers in each of the cities, advising 
them that Ridgways may be pur- 
chased at the particular store select- 
ed. Each letter is actually a four- 
page folder, containing prices, de- 
scriptions of the various types of 
Ridgways teas, and an order-blank 
coupon. 

Although the plan has not been in 
operation long enough to permit a 
definite statement as to its success, 
Walter E. Meinzer, general sales 
manager, said today sales increases 
already are apparent. 


General Tea Promotions 


Dealers other than those chosen 
for the mailing are told of the idea 
by Ridgways representatives, and 
invited to add their names to the 
list if they feel it is unfair for the 
distributor to concentrate on a 
single store in the city. It is pointed 
out to the other dealers, however, 
that even though one dealer is par- 
ticularly mentioned, an effort is be- 
ing made to stimulate tea sales in 
general in the territory. 

Ridgways’ intention, according to 
Mr. Meinzer, who conceived and 
wrote the mailing piece, is to ex- 
pand the mailing list after severa] 
more weeks of the limited drive. A 
special file is being kept of all cor- 
respondence involved in the mailing, 
which may be utilized for special 
drives during the holiday season, 
and which may also form the basis 
for a newspaper advertising tie-up. 
Plans for the advertising campaign 
have not yet been drawn up, Mr. 
Meinzer said. 


Dealers Get Copies 


Ridgways has used women’s maga- 
zines from time to time during the 
past year in its general advertising 
and is at present using a column in 
the October and November issues of 
Parents’ Magazine. 

All dealers involved in the current 
mailing drive are sent carbons of the 
letters going out to consumers in 
their territories. In some cases, Mr. 
Meinzer states, dealers are using this 
Service by sending follow-ups to the 
same list. 

Dealers are chosen on two bases: 
prestige and volume of sales. As for 
the list of consumers now being 
used, Mr. Meinzer explained that 
care is being taken to choose people 
of some influence, with names being 


taken from directories and other 
sources, 


Henderson to Muench 


Ray Henderson has joined C. Wen- 
del Muench & Co., New York, as ac- 
count executive. 


MARKET RESEARCH 
When you have a difficult merch 
problem, involving a possible change in 
Policy, let us submit our plans for its 
Solution before you reach a decision. 


THUR C. WEICK COMPANY 
to, "T — 


oes 


- In Atlanta 
THEY LISTEN TO 


_WATL 


Electromaster to Ayer 


Electromaster, Inc., Detroit, man- 
ufacturer of electric ranges and elec- 
tric water heaters, has appointed N. 
W. Ayer & Son, Inc., Philadelphia, 
as advertising counsel. 


Gets Ameritex Account 


Ameritex, New York, textiles, has 
appointed Willard B. Golovin, Inc., 
New York, to direct its advertising. 
Direct mail, business papers, and 
class magazines will be used. Willard 
B. Golovin is account executive. 


Gets Deltox Rug 


Grey Advertising Agency, Inc., 
New York, has been named to handle 
the advertising account of Deltox 
Rug Company, Oshkosh, Wis. B. I. 
Brownold is account executive. 


Campaign Puts 
Marriage Mart 
Back on Feet 


Wellsburg, W. Va., Oct. 14.—Re- 
vival of the marriage business in 
this former Gretna Green for eloping 
couples from Western Pennsylvania, 
Eastern Ohio and West Virginia, as 
revealed in license figures for Sep- 
tember, was credited today to a 
novel promotion campaign launched 
by the Wellsburg Taxi Company. 

Furnishing quick marriages was a 
$100,000 a year industry for this 
community until the advent of West 
Virginia’s three-day notice law this 


summer. After the law went into 
effect, Harry McGlumphey, owner of 
the taxi company, originated a 
“license by mail” plan, and backed 
it up with an extensive advertising 
campaign using newspapers and 
movie shorts. 


Copy Road Rough 


Although the majority of daily 
newspapers in nearby cities refused 
the copy, he revealed in an inter- 
view today, most of the rural and 
small town publications accepted it. 
Results of the campaign were evi- 
denced when September marriage 
license figures for this community 
showed 281 licenses issued, of which 
254 were arranged through the taxi 
company. 

In the plan to skirt the law, the 


company has appointed representa- 
tives in more than a dozen neighbor- 
ing cities, including Pittsburgh. 
Couples desiring a Wellsburg license 
file their applications with these 
agents or mail them directly to the 
taxi company. After three days 
they come here and are speedily 
married “with absolutely no publi- 
city,” the company’s copy assures. 


KOAM Joins NBC 


Station KOAM, Pittsburg, Kan., 
joined the Southwestern group of the 
National Broadcasting System Oct. 11 
and will be available to both the Blue 
and Red networks. Its frequency will 
be 790 kilocycles and its power 1,000 
watts. Owned by the Pittsburg 
Broadcasting Corporation, the station 
is managed by Ed Cuniff. 


Keep your advertising 


the BUYING side! 


on the BUYING side! 


Products in stores are on the SELLING 
side until they’re sold—i.e., until some- 
one on the BUYING side is influenced 
to purchase them. Hence the value of 


keeping your advertising (influence) on 


The 1,477,000 housewife-readers of 
The Family Circle are on the BUYING 
side of a grocery counter—housewives 
whose everyday routine for buying is 
exactly the same as your routine for 
selling—women who take their buying 


seriously. They read and enjoy The 


Family Circle. (Ask to see the recent 


Clark-Hooper 3-city survey.) 


Being on the BUYING side of a 


grocery counter gets these women The 


Family Circle. Advertising in The Family 


Circle will get them for you—1,477,000 


strong! 


THE FAMILY CIRCLE 


400 Madison Avenue, New York; 


Avenue, Chicago; 


6 No. Michigan 
1217 Russ Bldg., San Francisco 
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Oct. 18-19—Fall conference, News- 
paper Advertising Executives Asso- 
ciation, Medinah Club, Chicago. 


Thursday will be in the nature of a home-coming celebration. He was 
a. m. for Pabst Brewing before he joined Schenley right after repeal, .. 


Theodore Seuss Geise! (Dr. Seuss to you) is trying to prove the 


FOR PORCELAIN 


40 ADVERTISING AGE October 18, 1937 [MM october 
a — a 
ing P al TRAILER CITED Ramblin | | || 
Coming Getting Person a 
. fs s 
Co nventions Appearance of Walter R. Greenlee, Schenley Distillers ad director AS NEW FIELD FiGl 
te. and v. p., a8 guest speaker before the Milwaukee Advertising Club next 


SA 


Oct. 18-20—Annual convention,| law of self-sufficiency by writing and illustrating an entire book all by 
American Photo-Engravers Associa-| himself. It’s a fantasy for juveniles called, “And to Think I saw It on Chicago, Oct. 13.—An expanded, one 
tion, Hotel Statler, Buffalo. Mulberry Street.” The first reading convinces us that like the kids’ toy | fertile market in such fields as the | New | 
Oct. 19-20—Inland Daily Press As-| Christmas train it’ll be the adults who hog the book, especially those |trajler and marine industries and defense 


sociation fall convention, Sherman 
Hotel, Chicago. 
Oct. 20--Annual convention, Agri- 


cultural Publishers Association, Ste- 


who liked the honorable doc’s Flit, Essomarine and other campaigns. 
Sitting as guest of honor at a testimonial dinner in the quaint old 

Lafayette Hotel, Kenneth Collins, Gimbel Bros. v. p., looked over a band 

of well known advertising and merchandising executives who at one 


modernized street cars was outlined 
at the annual Porcelain Enamel In- 
stitute sales conference today by 
George S. Blome, vice-president of 


B ctituting 
system ¢ 


Company 
engineer! 


that a © 
cent £07 


time served an apprenticeship under his discriminating eye. No wonder 
his face gleamed with satisfaction when he counted, among others, 


Baltimore Enamel & Novelty Com- 
pany, Baltimore. 


vens Hotel, Chicago. 


Oct. 21-22—Annual convention, | pice Fitz-Gibbon, a.m., John Wanamaker, New York; Charles Bart- Indicating a continued drive for 4 papers 
Audit Bureau . ws Coreuneteens, lett, s.p.m., Stern Bros; Arthur Forrester, a.m., W. & J. Sloane; Robert |these and already established mar- ders a 
Stevens Hotel, Chicago. ie ee. kets, the co-operative advertising pro- gas = 08 

Oct. 21-22—Pacific Coast conven- ian eRe R OP gram for the institute also was out- Jean Buell (left), daughter of J. R. consume 


AUTOMOTIVE COPY IN THE MAKING 
e 


Buell, Baron G. Collier executive, and 
Marjory Tilton, daughter of G. F. Tilton, 
Anheuser-Busch advertising manager, 
pore over some art work at the Ameri. 


tion, American Association of Adver- 
tising Agencies, Hotel Del Monte, Del 
Monte, Cal. 


m stallatiol 
: As re} 
BAug. 16 


lined by H. D. Chase, assistant to the 
vice-president of the Chicago Vitre- 
ous Enamel Product Company, with 


Oct. 25-28—Annual convention, the budget substantially the same| can Academy of Art, Chicago, with a gthe Bure 
Outdoor Advertising Association of as the $44,000 allotted last year. view toward advertising careers. Bomame® 
America, Hotel Jefferson, St. Louis. Other speakers who developed phases | —— mish e 

Oct. 25-28—Advertising & Sales of the industry’s promotion included and dis; 


out, a good market exists in several 
Eastern states, while sales in the 
Middle West are comparatively small, 


Club of Toronto, Inc., annual exhibi- 
tion, Royal York Hotel, Toronto. 


" ‘ . “ . S70.000 | 
Emery L. Lasier, vice-president of 20), 


Titanium Alloy Mfg. Company, Balti- 


tion rela 


—— F : ‘ikea sical . dustry ¢ 

Oct. 27-30—Annual meeting, Asso- ae A oo Posi. nga “In correcting this,” he said, “we Accor 
ciation of National Advertisers, The a a er 2 must first sell to the retailers and enenpats 
Homestead. Hot Spri Vv president, Porcelain Enamel & Mfg. a I Sactumes - ee 

f , Springs, Va. Company, Baltimore; and Earle & secondly, to the manufacturers using neers as 

Nov. 18-19—Consumer and Indus- Smith sresident of ine Toledo ieee: porcelain enamel in their table tops of air cc 


trial Marketing Conference of Amer- 
ican Management Association, Hotel 
Pennsylvania, New York. 


and breakfast sets. There is no rea. 
son why the breakfast set or porce. 
lain table top should not be as attrac. 
tive to the housewife in Minnesota as 
to the one in the East.” 

Publication copy will be followed 
by direct mail drives aimed at de. 
partment and _ house _ furnishing 
stores. A secondary effort will be di- 
rected at manufacturers as an educa- 
tional move in changing product de. 
sign to conform to varying markets. 

This year, as last, Reincke-Ellis- 
Younggreen & Finn, Inc., Chicago, 


degrees 
approxi! 
Bper min 
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lain Enamel Products Company. 


Compares Trailers, Boats 

Discussing market research and 
the industry’s markets, Mr. Blome 
cited neon signs and architectural 
porcelain as two of the fastest grow- 
ing markets for the industry. The 
marine industry, he said, also offers 
a new and comparatively undevel- 
oped field for the use of porcelain. 

“I believe that we can look for- 
ward to an increased use of porcelain 
enamel on all types of ships within 


Starts Drive in B. C. 


Westminster Brewery, Ltd., New 
Westminster, B. C., has launched a 
campaign for Lucky Lager beer 
using 60 British Columbia publica- 
tions. McConnell, Baxter & East- 
man, Ltd., Vancouver, has charge ef 
the account. 


Appearances may be deceiving, but the candid cameraman discovered this evi- 

dence of concentration on the new Hudson Motors campaign during the semi- 

annual Brooke, Smith & French trek to Higgins Lake, Mich., last week. “Involved” 
F. 


Roxy Theater Appoints are: 


C. Himmelman (left), — — H. H. Olmacher, and he beet twa pours,” be Oeediciad, em- | © the agency for the campaign. 7 el 

Kayton-Spiero, Inc., New York, has ete Adams. phasizing that he included all sizes|_ Mr. Lasier reported that 1937 sales | wary 
been appointed to handle the adver- _ _ sigma aienenemeeaaeaendameameant a ieeieitceaceeit ncaeceeeimnmmnaaaaaes sii inna i of boats in this view. Porcelain en- for institute members alone will ap- {2 stallatic 
tising of Roxy Theater, New York. Lusk, v.p., Benton & Bowles; William Howard, s.p.m., Montgomery amel, he pointed out, should and proximate 22 million dollars, a 93 per ft abo 
a | Ward; Kathleen Grealish, a.m., Bonwit Teller; Irving Price, a.m., Hearn |Could serve for all surfaces that oye ~~ the overage Of S058 Biiiees th 
Department Stores; Margaret Fishback, R. H. Macy copywriter and |°therwise require painting. ™ , Bwater | 

errr mmermarme—er | noetess extraordinary; Alice Hughes, columnist, New York Journal- Mr. Blome compared the trailer More 
American; Katherine Lowe, a.m., Milgrim’s; and Harry Rodman, art ,market with that offered by the ma- ers are 


rine industry. Trailer interiors, he 
pointed out, were fitted in a fashion 
similar to that of a cabin cruiser and 
therefore offered equal possibilities 
for the use of porcelain enamel. 

Modernized street cars which, Mr. 
Blome said, “will be serving us for 
some time to come,” present another 
vista for porcelain enamel. The elec- 
trical and automotive fields other 
than trailers were also cited as po- 
tential sales fields by Mr. Blome. 

Further emphasis upon widening 
the market for porcelain in the con- 
struction of neon signs was presented 
by Mr. Chase in outlining the insti- 
tute’s proposed campaign for 1938. A 
plan was placed before the confer- 
ence for the inauguration of a sign 
counsel service which would be di- 
rected to smaller advertising agen- 
cies and advertisers throughout the 
country. 

This would be designed to present 
signs, first as an advertising me- 


Photo-Lithographer’s 


director, Lord & Taylor, an all-star ad-gregation. 

Imogene McCaig, a.m., Loftis Jewelry Company, Chicago, who found 
herself $100 richer last week by virtue of having her play “Busman’s 
Holiday” judged best in an advertising dramatization contest, is no 
stranger to playwriting. Several years ago another product of her pen 
proved a stellar feature of the Women’s Advertising Cub “Follies”. . . 

Archie M. Andrews, Packard razor prexy. played host to a group of 
friends Wednesday afternoon, in celebration of the one millionth Lek- 
tro-Shaver, which had just come off the production line. Apparently he 
doesn’t believe in symbolism, for he presented the razor to his attorney, 
Stanley Osserman, emblematic not of a closé shave, but of the rousing 
victory the counselor’s sure to win in his quest for a Congressional seat 
next month. And to taunt the finger-crossers still further, the presen- 
tation was made on the 13th... 


Add hobbies: Herbert Evans, v.p., Consumer Distribution Corpora- 
tion, makes a play-by-play motion picture record of every game played 
by his alma mater’s (Columbia) gridiron stalwarts. And every Monday 
he flashes the reels at a “skull-session,” with Coach Lou Little and his 
assistants showing the boys why this hole in the line should have been 
plugged and why that pass should have been smeared. . . 


Don Lourie, formerly advertising manager and now sales manager 
of Quaker Oats Company, Chicago, served as field judge in the Chicago- 
Princeton football game Oct 16. Mr. Lourie was a football star at 
*rinceton from 1920 to 1922... J ling, of the Chicago office of : 
P a : t , ohn Roeb ng : é g0 Office dium, rather than a product, and sec- 
Frank Presbrey Company, is back in circulation after being on the shelf 

; ondly, to stress the value and econ- 
ie with a broken rib... 


a bar ; omy of porcelain enamel in the con- 
Robert A. Burns, s. and a. director of Whiting Milk Company, Bos- | struction of signs. Too many manu- 


ton, took advantage of the recent contest among his company’s sales- | facturers, it was asserted, purchase 
men who won trips to the World Series and enjoyed a front seat at the | signs merely as products, without de- 
game. Charles Broders, assistant sales director, also tagged along. .. | voting sufficient attention to the fact 
J. O. Maland, manager of WHO, Des Moines, challenged Rose Amfahr, | that they are actually purchasing ad- 
Jesup, la., winner of the National Dairy Cattle Congress milkmaid con- | vertising. 


Manual Just off press! 


—First complete book of authoritative 
information on all phases of selling, pro 
duction, management. 350 pp., 8%4x1), 
illustrated—$4.00 plus postage. 
WALTWIN PUBLISHING CO., Inc. 
1776 Broadway, New York, N. Y. 


HIGH, wide 
and Handsome! 


We mean your display prints after 
our experts get finished with them. 
We'll blow them up to whatever 
size you say, and color them bril- 
liantly and accurately at low cost. 
Murals, blow-ups, enlargements 
our specialty. And find out about 
our new Color-Glos process, which 
permits us to turn out colored 
photographic prints in large quan- 
tities, quickly and economically. 
Write or phone 


CRAFTSMEN PHOTO COMPANY, Inc. 
245 W. 55TH STREET, NEW YORK 
Circle 7-1920 


a a ht tt i i i RN ee 


Get Your Copy Now 


WLTH 


test, to test her skill during a broadcast of the Sunset Corners Frolic A focal point for next year’s drive, Mats, 
over WHO, Oct. 16. Mr. Maland is the undefeated cow-milking cham- | according to Mr. Chase, will be a bal- NEW YORK > fast or 
NEWSPRINT JOBS pion of the National Association of Broadcasters. . . anced market for the use of porcelain ' 
by ELECTRA PRESS Civic-minded advertising men’s corner: L. Roy Philips, advertising in table tops. At present, he pointed Expre 
3 director of the Citizen-Times Company, Asheville, N. C., has been named = | —————————_____{_{___»P___ —— Servic: 
-- ™ Give You All Four!| publicity director of the 1938 roll call of the Asheville chapter of the 
: d f American Red Cross, and Randall Harris, assistant g.m. of the com- stad 
ane Se Ss. pany, chairman of the business division. R. Douglas Stuart, v-p.. super. 
“quick action’ sales and enthusiastic Quaker Oats Company, has been appointed chairman of the sponsors’ 
— ho ey vel ‘citatian: te tave committee of the annual Chicago Community Fund Campaign. . . S. Fos- Expre 
size from a brondelie to a email folder is Hod Mg roa . o of rain oe mip get Providence, will econc 
P ion: 1ead the industrial and commercial division of the 1937 Providence- . 
— ey Se oe Cranston Community Fund campaign. . . we shipm 
oun" ~y an, 2 An engraved gold watch with a deep meaning is warming the tele, 


request. 


“Largest Newsprint Printers in the East’ 


pocket of Sam Jasper, Penton Publishing Company Pittsburgh manager. 
It was presented at a luncheon attended by 75 of his associates which 
marked his completion of 30 years of service with the company. John 
A. Penton, board chairman, made the presentation. 


Capt. H. Ledyard Towle, Pittsburgh Plate Glass ad director, sailed 
recently on the Queen Mary for Europe where he will visit the Ex. 
positions at Paris and Dusseldorf and the Continental Automobile 
Shows. . . Wallace Thomas Halket, s. m., Advertisers Press, Holyoke, 
Mass., and Marion Cameron Barnett, met at the altar in Holyoke. . . 


LAYOUTS - DUMMIES - MASKING 
PHOTO MOUNTING « every paper 
joining need. 

TRY BEST-TEST FOR CLEAN, SPEEDY RESULTS 


AT ALL DEALERS 
FOR FREE SAMPLE, WRITE 


& ASBESTOS CoO. 


WRINKLING 
CURLING 
SHRINKING 


I 
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électsa Press Irc 


281 STATE STREET, 
BROOKLYN NY 
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I WATER SHORTAGE 
| FIGURES =WRONG 
| SAYS 


GE EXPERT 


New York, Oct. 14.—Rising to the 
defense of air conditioning as con- 
ctituting no serious danger to water 
F eystem capacities, General Electric 
B company, through R. S. Thurston, 
engineering expert, pointed out today 
that a typographical error in a re- 
Bent government report has been 
Syesponsible for wide-spread misun- 
B jerstanding on the part of the public 
as to the amount of water generally 
consumed by air-conditioning — in- 

@ stallations. 

As reported in ADVERTISING AGE of 
Sug. 16, the study was prepared by 
Bene Bureau of Foreign and Domestic 
SCommerce and was intended to fur- 
Sish statistical data on water supply 

and disposal facilities in cities of 
8300,000 or more, with the informa- 
Brion related to the relatively new in- 
Sadustry of air conditioning. 
According to the General Electric 
Company, the report quoted its engi- 
4 neers as saying that one horsepower 
Sof air conditioning, using water at 75 
Sdegrees temperature, would consume 
Bapproximately 100 gallons of water 
Sper minute whereas it should have 
stated this consumption as occurring 
Bper hour. Consequently, the 700- 
® billion-gallon annual gross water de. 
mand estimated to be needed if pres- 
ent installations should be run on a 


Hi2-month, 24-hour-a-day basis would 


be reduced to 151 billion gallons an- 
Snually. But since this figure is also 
hypothetical inasmuch as systems 
Mare not run constantly throughout 
ihe year, a more realistic figure, ac- 
cording to Mr. Thurston, for the 
"yearly water consumption of all in- 
)stallations at the end of 1936 would 
2. about 13 billions of gallons, or 
less than one per cent of the total 
water consumption. 

) Moreover, he stated, manufactur- 
ers are finding a growing market for 


Tw EET 


DEPARTMENT 


Mats, halftones, cuts—get ‘em out 


fast and sure by nation-wide Railway 
Express. Day and night top-speed 
| Service. Prompt, receipted pick-up 
_ 9nd delivery. No waste motion. For 
‘uper-speed use high velocity Air 
Express — 2500 miles overnight. Low, 


*conomical rates. Whatever your 
shipment, for 


4 rush action 


/ the nearest 


RAILWAY 
EXPRESS 


AGENCY INC. - 


N 
ATION-WiDeE RAIL-AIR SERVICE 


self-contained, room-cooling units 
which use little or no water and that 
the economics of the business quite 
frequently dictate the inclusion of 
water-conserving devices in systems 
of a certain size in which it is found 
that amortization of the additional] 
investment is cheaper than large 
water bills over a period of years. 
These are matters, he maintains, 
outside the question of the imminent 
shortage of water or inadequacy of 
sewage systems, which, he admits, 
are factors which have long been 
recognized to exist in a restricted 
number of cities. 


Webel Joins Basford 
Henry R. Webel has joined G. M. 
Basford Company, New York, to head 
the export advertising division. 


NEW SEAL 


Industry is symbolized in this new seal, 
introduced by the National Industrial 
Advertisers Association. 


Pinkerton, Reisenfeld 


to “Good Housekeeping” 


D. V. Pinkerton has been appointed 
to the Chicago advertising sales staff 
of Good Housekeeping. He was for- 
merly sales promotion manager of 
Northern Paper Mills, Green Bay, 
Wis. 

John Reisenfeld, formerly with 
Macfadden Publications, Inc., New 
York, has joined the New York sales 
staff of Good Housekeeping. 


“Times” Gets Award 


Times, Bayonne, N. J., has been 
awarded a trophy for advertising ex- 
cellence by the Interstate Advertising 
Managers Association, comprising 
newspapers in New Jersey, Pennsyl- 
vania, Delaware and Maryland. Hon- 
orable mention went to the News Dis- 
patch, Shamokin, Pa. 


Colin, Dean Advanced 


Ralph F. Colin, general counsel, 
has been elected a director of the Co- 
lumbia Broadcasting System, Inc., 
New York, and S. R. Dean, heretofore 
comptroller, has been elected assist- 
ant treasurer. 


Hotel Names Kupsick 


Hyde Park, New York, apartment 
hotel, has appointed J. R. Kupsick 
Advertising Agency, New York, to 
handle its advertising. Roger L. 
Thaxter is account executive. 


Sandler Joins Royal 


Mark Sandler, formerly with M. M. 
Sandler Company, New York, has 
joined Royal Advertising Company, 
Inc., New York, in an executive ca- 
pacity. 


my feet... 


1. There I was all nice and lath- 
ered and reaching for my razor, 
when zowie! out clatter three 
bottles smack on the tiles and 
the bicarb can explodes all over 


S 
SAY! If families with kids have to have full medicine chests, why isn’t our com- 
pany advertising to families with kids? Why are we talking to a lot of office girls 
and who-knows-what? We ought to be in The American Home. Over 1,000,000 
child-bearing families! A 100% home-service magazine, read only by home fami- 
lies! Well, sir, it was an inspiration. . and did we go to town! If anybody asks me, 
I can tell’em: for drug advertising The American Home is the best buy of ’em all. 


‘It suddenly dawned on me 
while I was shaving’’ 


2. “Such language !” 06 Betty, oes in, “you 


ought to be ashamed!” “An 


whatd’ you think you ought 


to be,” I snap at her, “making me play Jack Straws 
every morning to get my things off those shelves?” 


Be “You're not being funny,” she kind of whim- 

... “You know the children have to have those 
things.And if you think you can have kids in the 
foamy, with all the tonic and nose drops and pills 
and bandages they need, and not have a crowded 


medicine chest like ours...well, you’re crazy!” 


oe? 


j > 
oN ...then came the big 
Nes advertising idea! 


There’s no place like Dhe_ }] 
-\MERICAN 1 OME 


for advertisers who sell anything for the home 
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First National AGE STRESSED General Stores SHOWS SALES BY TYPE OF OUTLET 
Campaign Opens Are Important tat eS 
for Burke's Ale Alabama Outlet ~_ 


New York, Oct. 14.—E. & J. Burke, 
Ltd., Long Island City, this week 
launched the first national campaign 
in this country for Burke’s Ale with 
large space in newspapers of 18 
cities, and insertions in Cue, Es- 
quire, The New Yorker, Stage, and 
Time. The ale is one of the few in 
this country with national distribu- 
tion. Newspaper advertising is heav- 
iest through New England and New 
York. 

The old Irish company built its 
Long Island City brewery soon after 
repeal. Up to the current campaign, 
advertising has been light with the 
exception of an introductory drive 
run when the brewery was put into 
operation. 

Copy emphasizes the age of the 
Burke house, established in Dublin in 
1849, and the “old time flavor.” 
McCann-Erickson, Inc., New York, is 
the agency. 


Gittins Agency Moves 


Bert S. Gittins, Advertising, Mil- 
waukee, has moved to new quarters 
at 739 N. Broadway. 


New brewed in Americs ot 


popular prices by the fe. 
mous old Irish house of 
Burke Established 1649 


This copy in newspapers marks the first 

national promotion for Burke's Ale by 

E. & J. Burke, Ltd., Long Island City, 

with emphasis on creation of the brew 
in Ireland nearly a century ago. 


Key Adds Department 


Key Advertising Company, Cin- 
cinnati, has added a publicity and 


public relations department, with 
Hubert Malkus, formerly with J. 
Walter Thompson Company, in 
charge. 


Washington, D. C., Oct. 13.—How 
certain types of stores which play 
a minor role in distribution when 
the country as a whole is considered, 
jump into important roles in cer- 
tain sections is revealed by an 
analysis of the 1935 Census of Dis- 
tribution undertaken by the distribu- 
tion cost section of the Bureau of 
Foreign and Domestic Commerce. 

Projection of state figures against 
national averages, for instance, dis- 
closes that while both income and 
total retail sales of Alabama amount 
only to 1 per cent of the national 


total, Alabama’s’ general _ stores 
transacted 4.4 per cent of the na- 
tion’s general store business in 


1935, hence deserve special study 
when marketing plans are being 
laid. The 4.4 per cent is also far in 
excess of Alabama’s population per- 
centage, which is only 2.2 of the 
national total. 

Dry goods and general merchan- 
dise stores are also shown to be of 
outstanding importance in Alabama, 
handling 2.4 per cent of the national 
total for this kind of business. Other 


[CAMERA MAN SNAPS BIG CLEVELAND PROMOTION | 


Every taxi in the city of Cleveland and suburbs (450 
cabs) for two weeks carried tire covers announcing 
*“WGAR Goes Columbia!’’ Imprinted separately 
on covers were caricatures of Columbia stars. 


Street cars and motor coaches operating through- 
out the Cleveland district carried striking, colorful 
car cards on their dashes to still further spread the 
word of WGAR’s affiliation with Columbia. 


MAJOR 
BOWES 


© 


Up famed Euclid Avenue, 
several hundred giant 
shields bore WGAR's 
message. On each, the air 

star of some advertise: 

was featured. 


advertisers. 


Riders of trolleys and coaches 
glanced up from newspapers and 
again beheld the reminder... 
“best radio shows by far... 
Columbia net plus WGAR!” 

Oho SRR. x he . 


Thousands visited 
WGAR's fine new studios 
saw this display stand, 
and other interesting pro- 
motional material on CBS 
and local programs. 


Ads 


Gala 


When WGAR, top Cleveland station in number of 
accounts and dollar volume, joined Columbia’s net, 
a special section in The Cleveland Press was used 
to focus listener attention on programs of its new 


in a dozen trade papers carried 


punch-line to smart time buyers... 
“‘we haven’t gone high hat in our new 
togs... 
effect.”’ A die-cut folder of the sym- 
bolical hat also spread the word. 


the old rate card is still in 


broadcast, fed to a CBS coast- 


to-coast network, again demonstrated 
WGAR’s ability to create the best in 
radio shows. 


me, Octobe 


bE 
aq 


Alabama's population is 2.2 
percent of the nation’s totel 


But Alabama's general stores did 4.4 per- 
cent of the aation's general store business. 
while her @eat markets accounted for only 
0.3 percent of the )- S- seat store business. 


ap a ape 


pe me ee ee 


The first of a series of breakdowns showing sales proportions in Alabama for 
various retail outlets is presented by the Bureau of Foreign and Domestic 
Commerce. 


types of business which stand out 
above the average are furniture 
stores, variety stores, drug stores 
and filling stations. 

Many Alabama retail lines, on the 
other hand, fall below the average. 
Meat markets are far less popular 
in Alabama than in other sections. 
Their lack of favor is shared by 
men’s furnishing stores, women’s 
ready-to-wear stores, shoe stores, 
department stores, eating and drink- 
ing places, lumber and building ma- 
terial dealers and fuel and _ ice 
dealers. 


Rosenthal Aiveinte 


Sig. Rosenthal Company, Inc., New 


York, manufacturer of hand-made 
silk under-garments, has appointed 
Stuart, Ames & James, Inc., New 


York, to direct 
count. Hazel 
count executive. 


its advertising ac- 
Norris Berry is ac- 


Whalen Leaves Schenley 


Grover A. Whalen has resigned as 
chairman of the board of Schenley 
Products Corporation, New York, and 
has been elected president of the New 
York World’s Fair Corporation. He 
will devote his entire time to the fair 
corporation. 


Postscript to Barnhill 


Postscript Advertising Company, 
New York, has appointed Roy Barn- 
hill, Ine., New York, national adver- 
tising representative. 


Watt Named Manager 


Robert W. Watt has been appoint © 


manager of the miscellaneous me 
chandise department of America = 
Type Founders Sales Corporatin 


New York. 


He was formerly wit 


Addressograph - Multigraph Corpon 


tion, New York. 


CHINA 


In Georgia, not in Asia— 
15 miles from Macon, in 
the famed Georgia kaolin 
belt, the South's largest 
dinnerware pottery is 
about to begin opera- 
tions, swelling payrolls 
and purchasing power in 
the important, rapidly ad- 
vancing region served by 


MACON 


GEORGIA 
TELEGRAPH 
and NEWS 


Representatives: 
THE BRANHAM COMPANY 


| 


WINNIPEG 
LONDON, Eng 


PRINTING 


AD-SETTING e PRINTING 


FAITHORN 


CORPORATION 


504 Sherman St., Chicago 


- Wabash 7820 
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ly b e company’s ° bd teries, spark plugs, spot lights, horns, : 
ff IRES eae. Fe sonte | a PR nc Sunbeam a fall Accessor - Line interior car accessories, household inee 
. step further and used the federal ae ie Flerida B P d and radio accessories, cleaning and gt 
| ; grade A, the consumer would know|synbeam, operated jointly by Sea- t Oo e r omote polishing materials, tools, wrenches, ise 
"ef that the syrup with those peaches| board Air Line Railway, New York e e heaters and seat covers. Also on the 
ot NEW tested 20.23 degrees Brix.” Central and Southern Railway Sys- by S el be * i ZT Q| list of new products to be marketed es 
‘ Mr. Williams said that grade la |tem. First insertions will appear in y nlite are car and home radios, and 
| beling is being used now by twice]November. The Caples Company, bicycles. Distribution, it was re- 
BEL FIGHT as many canners as in 1936 and that New York, directs the account. Akron, Oct. 13.—Indicating a sub-| ported, will be through the com- iy 
4 the Department of Agriculture has stantial increase in its merchandis-|pany’s own sales organization to 9 
| been forced to expand its personnel. Agency for Schroeder ing program, Seiberling Rubber Com:- | Seiberling tire dealers. 
: The views of this expert are in BR ao gh be aguirte Re pe — pany today announced the organiza- utsitsimenitaliaiiiide , 
‘ contrast with those of California S, B28 bese *}tion of a new dealer accessory de- . _ 
illiams Says Del Monte Plan Packing Corporation, which, in an- = ¥ ae of “7 ha agPrneer ve partment to enter the automobile Returns to “Olympian” = 
nouncing its new labels, said that sangha Al ~—y rth g Bs Be geres, | and household accessories field. Earl McCallum, general manager a 
~ Is Ineffective they enabled the consumer to buy ”  eionanaaenals 7 Paul B. Means, formerly in charge|0f The Daily Olympian, Olympia, 
any Del Monte product “to fit ex- Seberhagen Shifted of battery and spark plug sales for pater oS Se ae 1 ha 
: , " actly the size of her family, the| foward Seberhagen has been the Firestone Tire & Rubber Com- formerty pabiicher’s representative 
} washington, D. C., Oct. 14—The| special occasion for which it was| transferred from the New York office | P@"Y, Will be in charge of the new/ on the Olympian, has been named 
war between descriptive labeling a8 | needed, and the particular menu use| of Geare-Marston, Inc., to the Phila- Seiberling division. business manager of The News, Eu- 
espoused by the American Canners’| for which it was wanted.” delphia office as account contact man.| Accessory items will include bat-! gene, Ore. 
iassociation and grade labeling, rec- 
7 »mmended by the Department of 
broke out afresh today 
ith a long statement by the latter 2 re 
ttacking descriptive labeling as 
practiced by California Packing Cor- “a 
Mporation. The latter has just com- 2 sy 
Micted its relabeling program and is 
“pifering the results in a campaign 
Wreaking in November women’s mag- 
Paul Williams, specialist of the De 
Martment of Agriculture in charge otf 
Werading canned foods, summarized 
This criticism of descriptive labeling 
ith the assertion that such labels 
may be misleading because the de- 
Wcriptive terms they employ might 
be appropriate on more than one of 
__. Whe grades recommended by the De- 
for partment.” 
estic Mr. Williams offered detailed crit- 
MWicism of the Del Monte labels, in- 
——= “Bisting that most of the information 
er Whey give is neither new nor accu- 
» 


' Mast, so that this may hardly be 
@ermed an innovation.” 
i ® Mr. Williams said that all efforts 
in gf canners more accurately to in- 
lin erm consumers of what the can con- 
st Gains are praiseworthy, but he took 
‘ Bhe position that descriptive labeling 
hould be supplemented with federal 
‘A- jrades. 
lis | “Any advertising based exclusively 
in jer descriptive labeling,” he asserted, 
id- ‘will never get the complete story 
pver to the consumer. All of the 
by hdjectives used will not tell the 


mate. 
Criticism of Labels 


“As usual,” he said, “the label car- 
ies the brand name, and type and 
Btyle of the contents, which most 
abels have indicated for years as 
ractical merchandising necessities. 
Mhe net weight declaration is re- 
@Muired by law. The number of halves 
mf peaches and density of syrup have 
een reported on many labels in the 


ousewife whether the product is 
rade A, B or C. 
m ‘We have taken the trouble to 
father some ancient canned food la- 
els for comparison with those called 
meodern. We found that labels of 1893 
arry terms identical with those of 
Oday’s descriptive labels. A com- 
arison of 1906 Del Monte lima bean 
Mabels with their new ones shows a 
#triking similarity, so far as textual 
tformation is concerned. Back in 
2893, one brand of tomatoes even 
sed the word ‘standard’ on its label. 
“After four years of effort, the 
] abeling committee of the National 
paners’ Association has been un- 
ble 'o evolve a suitable ‘descriptive’ 
’ efinition of canned tomatoes. 

The new Del Monte descriptive 
abel indicates the number of halves 
bf peaches in the can and the strength 
‘ the syrup. What is heavy syrup? 

el Monte may know but the house- 
' wife doesn’t. Is the product subject 
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THE MEN WHO PLAN IT SAY, “ROGERS” 


It's a long road from the conception of an advertising idea to its conversion into millions 
of “stop,” “read,, messages for millions of indifferent minds. How long a road, and beset 
with how many difficulties, even headaches, only the man who plans, develops and 
produces can know.... Layout, copy, art, photography, type and the plates—engravings. 
_.. Rather important, the engravings....You and other advertising men may not be 
intrigued by the number of imported cameras your engraver has, nor how much or what 
kind of etching equipment. You may not be excited by the fact that his finishers and 
proofers have been with him for this or that many years. ... But you probably are mighty 
interested in having the “progs” match the original copy in color, tone values and detail, 


and in being confident that the plates themselves will print as the “progs” promise they 
will.... You are also rather concerned with their being delivered “as promised.”. .. Because 


| SERVICE.... 
DEPENDABILITY 
Unique Art Studio, Inc. 


Chicago, Ill, Webster 7596 


they can depend on these things day after day, an ever growing number of men who 


oes 


plan the advertisements you see in the leading publications are saying, “Call Rogers.” 


OGERS ENGRAVING COMPANY 


Adolph F. Buechele, President 
Master Craftsmen of Photo Engraving 
Phone: CALumet 4137 . 


| 
cael 


/ 
| pe ING PLANT, comprising a complete 
Ypographic Service Department — a com- 
etlerpress Department — and a complete 
oo a. Department—all under one manage- 
ae operating Day and Night shifts, 
SALESnaa securing the services of TWO - 
oma MEN with proven records. Remarkable 
Ne ebag for salesmen already having definite 
*. Write fully. Box 1154, Advertising Age. 
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Optical Houses’ 
Pricing System 
Called Unfair 


Washington, D. C., Oct. 13.— Two 
complaints alleging price discrimina- 
tion in violation of the Robinson- 
Patman Act have been issued by the 
Federal Trade Commission, one 
against American Optical Company, 
Southbridge, Mass., and its officers, 
and the other against Bausch & 
Lomb Optical Company, Rochester, 
N. Y., and six wholesaling outlets 
which it controls. 

The complaints allege that the re- 
spondents are discriminating in 
price between different purchasers 
of their optical supplies of like grade 
and quality, by allowing certain pur- 
chasers lower prices, adjustments. 
rebates or discounts in the form of 
cash or commodities, which are not 
granted to other purchasers competi: 
tively engaged in the resale of op 
tical products. 


Larger Dealers Benefit 


Customers in whose favor such 
price discriminations allegedly are 
made, the complaints charge, are 
generally the larger dealers, who 


thus are enabled to undersell their 
competitors or to furnish superior 
facilities and services to prospective 
purchasers, trade thereby being di- 
verted from the smaller retailer to 
the more favored and larger dealer. 
Operating 320 branch offices, each 
of which functions as a wholesaler, 
and employing more than 300 sales- 
men, American Optical Company in 
1936 had sales of $18,500,000, accord- 
ing to the complaint. Wholesaling 
subsidiaries named as respondents 
in the complaint against Bausch & 
Lomb Optical Company are: 
Colonial Optical Company, Inc., 
New York; McIntire, Magee & 
Brown, Philadelphia; Riggs Optical) 
Company Consolidated, Chicago; 
Riggs Optical Company, San Fran- 
cisco; Southeastern Optical Com- 
pany, Richmond, Va., and The White, 
Haines Optical Company, Columbus. 


Lempke Named 


Leslie C. Lempke has been named 
advertising representative of Wal- 
laces’ Farmer and Iowa Homestead 
and Wisconsin Agriculturist. He will 
be located in the Chicago office. 


Names Klein Agency 


Scott, Crosse & Co., Philadelphia, 
has appointed Philip Klein, Ine., 
Philadelphia, to handle advertising 
of Vikonite. 


. i, SPEECH TIMER 5 


LIMITS SPEECHES 


WESTERN UNION 


, 


Western Union Telegraph Company is 


introducing this new 


“speech timer,” 


which sounds a bell when the speaker's 
allotted time has elapsed at sales meet- 


ings and the like. 


Heenan Joins Morgan 


David Heenan, formerly in charge 
of publicity at Station KHJ, Los An- 


geles, 
partment 
Company, 


Jacques 


has joined the publicity de- 
of Raymond R. Morgan 
sabieiahntsannen Hollywood. 


Byrne to , AudiVision 


Byrne has joined the 


photo directing staff of AudiVision, 


Inc., 


New York. 


GAIN THE LEADER IN2zéc7GAI 


Gains and losses in retail advertising Washing- 
ton, D. C.—Jan.-Sept. 1937—Media Records 


POST UP 
Herald up 


Times up 
Star down 
News down 


264,732 
61,177 
4,318 
4,349 
FUN 


ashingion Post 


Earnings of 
Advertisers 


Continental Can Company 


Report for 12 months ended June 
30, 1937, shows net profit of $9,275.,- 
932, compared with $10,633,042 for 
the same period in 1936. 

The company reports that this is 
a real improvement since the major 
can companies’ earnings were slashed 
late in 1936 by refunds to customers 
because of the Robinson-Patman act. 
Refunds to customers amounted to 
approximately $2,500,000 in 1936, 
which accounts for the decline in 
earnings shown above. 


Vick Chemical Company 
Net profit for the fiscal year ended 


-| June 30, 1937, was $2,953,515, against 


a net profit of $2,709,334 for the pre- 
vious fiscal year. Net sales for the 
year amounted to $9,814,456, com- 
pared with $9,304,992 for 1936. 


Pepperell Mig. Company 

Earnings for the year ended June 
30, 1937, were $2,104,116, against net 
profit in 1936 of $1,121,360. A new 
high for net sales was set this year 
over the previous peak in 1936, sales 
amounting to $39,941,251, a gain of 
35 per cent over the period in 1936. 


Economy Grocery Stores 

Despite unfavorable results, ac- 
cording to officials, from the Robin- 
son-Patman act, the corporation 
shows net profit of $274,895 for the 
year ending June 3, 1937, compared 
with $205,815 for the previous fiscal 
year. 


Tide Water Oil 

Profits for the first six months of 
this year, ending June 30, were the 
highest in the company’s history for 
a similar period, totaling $7,696,107. 
This is a gain of 45 per cent over that 
in 1936. 


United Cigar Stores 

The company shows profit of $238,- 
330 for seven months ended July 31. 
1937, compared with $279,947 for 
seven months ended July 31, 1936. 
Net sales for the seven months’ pe- 


| publicity office at 134 N. 


riod this year amounted to $31,329. 


310, against $30,904,577 for the like 
1936 period. 


United Light & Power 

Net income was $5,216,145 for 9 
months ended July 31, 1937, compareg 
with $4,223,801 for the preceding year 


American Fruit Growers 

For the fiscal year ended June 39. 
1937, net profit was $571,491 compareg 
with profit of $41,040 for the 193¢ 
fiscal year. Net sales in 1937 
amounted to $31,960,954 against $29. 
990,370 in the like 1936 period. 


Columbia Broadcasting System 

Report for 26 weeks ended July 3 
1937, shows net profit of $2,523,813 
against net profit for 26 weeks ended 
June 27, 1936, of $2,086,850. 


Valspar Corporation 

For 12 months ended Aug. 31, 
1937, net profit was $310,468, com. 
pared with a profit of $10,776 for 12 
months ended Aug. 31, 1936. 


Sellew to Succeed 
Parker at “Harpers” 


Charles B. Parker has retired as 
advertising director of Harpers Mag. 
azine, New York, and will be presi 
dent of DeLuxe Outdoor Advertising 
Company, Sandusky, O. He will re 
tain his membership on the board of 
directors of Harper & Brothers. 

Waldo W. Sellew has been ap- 
pointed to succeed Mr. Parker as ad. 
vertising manager, and William E. 
Robertson will be assistant advertis- 
ing manager. 


Horlick Almanac Out 


Horlick’s Malted Milk Corporation, 
Racine, Wis., is offering a 1938 edi- 
tion of “Lum and Abner’s Family 
Almanac and Hollywood Adventures” 
to listeners of its radio program, in 
exchange for the outside wrapper 
from a 50-cent or larger size pack- 
age of its malted milk. First radio 
announcement will be made Oct. 29 


Smith in Publicity 
Richard R. Smith has opened a 
La Salle 
street, Chicago, to specialize in avia- 
tion, automotive, medical and civic 


accounts. He was with American 
Airlines, Inc., for the past three f 
years. 


HERE'S a tireless talker—with a 
lot of good ideas and good informa- 
tion. Out of 130,000 cars sold to 
AMERICAN BOY families in 
twelve months, in over 65,000 cases 
boys like him, AMERICAN BOY 
subscribers, had the final say when 
their families bought new cars. 

The boys talked brakes, cylin- 
ders, driving-comfort, oil and gas 
consumption. And their mothers and 
fathers listened and learned .. . 
signed the contract, according to the 
boys’ opinions! 

That is one fact—reported by 
automobile dealers to the AMERI- 
CAN BOY. Here are some others— 


Automobiles are owned by 94% 
of the AMERICAN BOY 
homes. 

0% of the AMERICAN BOY 
subscribers drive the family 
car... or cars. 


41% of the AMERICAN BOY 
families bought 130,000 new 
cars last year. 

51% (66,300) of those sales 
were decided by the boy. 

In 68% of those 130,000 sales, 
the boy inspected the car. 

And dealers tell us, a boy helps 
make or break the sale in 
80% of all new-car purchases! 


Here, then, in the AMERICAN BOY, 
yet over 600,000 reader salesmen . - 
% of high-school age, or older . - - 
i in years, but men in influence. 
What they say goes—more often than 
not—when the family buys a new Car, 
new tires, gasoline, and even refrigera’ 
tors, vacuum cleaners, and virtually 
every family purchase. You can hire 
these boys to sell for you for $1700 4 
page. January forms close November 10. 


The ‘rile rican Boy eit 
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BRING ON THAT 
INVESTIGATION, 
RADIO REPLIES 


(Continued from Page 1) 

py the membership and then referred 
to the committee of five for further 
study and recommendation, calls for 
a departmentalization of the associa- 
tion, with separate identities for the 
Bureau of Copyrights, legal, econom- 
ics, information and library divi- 
sions. A 50 per cent increase in dues 
was also suggested to raise a fund 
of $100,000 and replenish the almost 
depleted NAB treasury. 

Members of the committee in 
charge of the reorganization are Ed 
Craney, KGIR, Butte, Mont; Ed 
Craig, WSM, Nashville; John Shep- 
pard, 3rd, Colonial and Yankee Net- 
works; Walter T. Damm, WTM4J, 
Milwaukee; and Edward A. Allen, 
WLVA, Lynchburg, Va. This com- 
mittee will call another’ general 
meeting not later than next February. 

Another resolution decried the 
practice of issuing radio sales figures 
in dollars and cents, on the ground 
that such data do not “present a 
true, accurate and fair picture of the 
broadcasting industry.” The recom- 
mendation was made that hereafter 
members of the NAB, as well as non- 
members, employ the method of “pre- 
senting any volume in phrases of 
unit hours instead of gross dollars.” 
The pronouncement was referred to 
a special committee for further de- 
liberation, however. 


Networks to Contribute 

About 100 members of the Inde- 
pendent Radio Network Affiliates 
concerned themselves mainly with 
negotiations now in progress with 
the AFM. A five and one-half per 
cent levy on gross receipts, less com- 
missions, was accepted as the basis 
for allocation of expenditures for 
musicians. An arrangement whereby 
National Broadcasting Company and 
Columbia Broadcasting System will 
contribute a total of $200,000 annu- 
ally toward helping individual sta- 
tions, was also ratified by the IRNA. 
A special committee of IRNA will 
meet Oct. 18 with representatives of 
AFM to resume negotiations. 

The NAB took official cognizance 
of negotiations now being conducted 
between individual stations and the 
AFM, when, at a special meeting of 
the board of directors which fol- 
lowed the close of the NAB conven- 
tion here, a resolution was unani- 
mously passed warning stations to 
proceed carefully and avoid jeopard- 
izing their relations with the public. 

Acknowledging that “every con- 
sideration should and is being given 
by the industry to the social aspects 
of unemployment,” the _ resolution 
hevertheless asserted that radio sta- 
tions must keep foremost their 
“grave responsibility to protect the 
freedom and growth of this marvel- 
ous facility for public service.” 

Long experience has shown broad- 
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casters that in addition to locally 
produced programs by union musi- 
cians, other local programs as well 
as network and transcription presen- 
tations must also be offered, the res- 
olution went on. Negotiations be- 
tween the AFM and a substantial 
portion of the industry have already 
resulted in a conclusion as to the 
degree of re-employment acceptable 
to the AFM, it said, but further than 
this the musicians “seek to impose, 
by uniform contract, a system which, 
in effect, gives to the AFM the sole 
right to license the procurement by 
stations of network and transcription 
programs.” 


Martin Drive Outlined 


C. Remy Martin, Paris, will break 
its fall newspaper campaign Oct. 22 
for cognac brandy with a page in 
the New York Times. In addition 
to other newspapers, a series of four- 
color pages in Esquire and The Neu 
Yorker will be used. White Lowell 
Company, Inc., New York, is the 
agency and Browne Vintners Com- 
pany, Inc., the importer. 


Hackett Appointed 

G. H. Mumm Champagne and As- 
sociates, Inc., New York, sole im- 
porter in the United States of Bis- 
quit Dubouche Cognac Brandy, has 
appointed M. H. Hackett, Inc., New 
York, to handle the advertising for 
this product. 


REFUNDS RARE 
ON GUARANTEED 
ADVERTISEMENTS 


(Continued from Page 8) 


lowing guarantee under the heading: 
“Trustworthy Advertising”: 

“The advertising columns of The 
Farmer’s Wife magazine constitute a 
helpful guide to the purchase of 
worth-while products. The publish- 
ers do not accept advertisements 
without satisfactory proof of the re- 
liability of the advertiser. An adver- 
tisement carrying the Reader Test 
Seal of Approval means that the 
product advertised has been tried in 
the rural homes of the Reader Test 
yroup. 


Guarantee 24 Years Old 


“We guarantee our. subscribers 
against loss through actual fraud on 
the part of an advertiser, provided 
the subscriber mentions The Farm- 
er’s Wife magazine when writing to 
the advertiser and complaint is made 
to us within 20 days of occurrence 


of the facts constituting the com- 


“Gold Mine” Found 
by Advertisement 


Antioch, Cal., Oct. 13. — Mrs. 
Rose Giovanni, of Antioch, to- 
day was convinced of the 
power of advertising with her 
“return” percentage in high 
figures. The results hinged on 
her newspaper advertisement 
for “boys to dig,” and the call 
was issued after she had 
searched fruitlessly in her 
basement for $6,000 buried dur- 
ing the bank moratorium. The 
regiment of boys who. re- 
sponded went through the 
basement in less than an hour 
and unearthed the money. 


plaint. But we do not guarantee 
against loss caused by honest insolv- 
ency or bankruptcy of an advertiser.” 

The guarantee against loss through 
fraud on the part of an advertiser 
has been included for 24 years, and 
the publication has not been called 
upon to make good any losses for 
the last 10 years. 

Home Arts-Needlecraft is another 
publication printing a written guar- 
antee. 

“All advertisements in Home Arts- 
Needlecraft are absolutely guaran- 


teed if we are notified within three 
months of the purchase that the 
goods are not as represented,” the 
statement of this publication reads. 

This guarantee has been in effect 
more than 15 years and William F. 
Haring, advertising manager, said 
that there have been scarcely a dozen 
claims a year to settle by the reim- 
bursement method. 


Promises Cash Refunds 


Nature Magazine, publication of 
the American Nature Association, 
Washington, D. C., guarantees re- 
funds in cash to any disgruntled 
subscriber who has made a purchase 
as a result of advertising in the pub- 
lication and the guarantee has been 
made since the first issue of the pub- 
lication in 1923. The publication has 
never been called upon to make a 
payment as a result of the guarantee. 

The bulk of other magazines sur- 
veyed reported that while no written 
guarantees are carried, subscriber 
complaints are adjusted and many of 
the publications make cash refunds 
in cases where adjustment efforts 
are unsuccessful. Furthermore, exec- 
utives point out that increasing 
strictness in copy control has in it- 
self guaranteed against complaints, 
and few if any adjustments are called 
for, accounting for the few com- 
plaints received. 


> 


a 


Directed editorial effort is scientific, economical, forceful. Recently published U. S. Census 


of business reports, proving the soundness of the Chilton Publishing plan, show that: 22.87%, of 


the automotive retail outlets do 87.10% of the sales volume; 30.85% of repair shops do 
75.41°%/, of the volume; 22.60% of the wholesale outlets do 80.12%/, of the volume. Chilton 
coverage: Automobile Trade Journal (car dealers), Motor Age (repair shops), Motor World 
Wholesale (wholesalers}—accounting for 85°, plus of the business in these fields—at the most 


economical advertising rate. 
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Showmanship 
At Zenith in 
DMAA Meeting 


(Continued from Page 2) 
type of product. For instance, any 
man can be halted by the question, 
“How would you like to cut your 
shaving time in half every morning?” 

H. G. Weaver, director of customer 
research, General Motors Corpora- 
tion, told the Direct Mail Advertising 
Association that properly directed re- 
search will write the letters that pull 
as well as build the kind of cars the 
public wants, as in the case of his 
company. Research which attunes the 
operations of the advertiser to the 
desires of the prospects can be con- 
ducted on either a small or large 
scale, he asserted. 

William Longyear, supervisor of 
advertising design, Pratt Institute, 
Brooklyn, employed a comely blonde 
in his exposition of the principles of 
design. The young lady held a watch 
on him while Mr. Longyear illus- 
trated on a chart the problems of the 
advertiser: to design the product for 
convenience, durability and style; to 
advertise it with type and layouts 
which invite attention and make it 
easy for the prospect to give it; use 


of color and other devices to give 
continuity to every piece of copy in 
a campaign. 

H. W. Fortey, director of adver- 
tising, Warner & Swasey Company, 
Cleveland, emphasized the necessity 
of co-ordination in advertising cam- 
paigns. Effective promotion operates 
like a gun, he asserted, with all 
parts working smoothly together to 
produce a single concerted action. 

Dale BD. Karstaedt, advertising 
manager, National Enameling & 
Stamping Company, Milwaukee, said 
that different individuals respond to 
different treatment, but that reveal- 
ing competitive problems inspire 
salesmen in 90 per cent of the cases. 

The value of sex appeal was em- 
phasized by Theodore Wood, direc- 
tor of advertising, American Bem- 
berg Corporation, New York, who 
said it has been employed success- 
fully in advertising of soap, silks, 
furnaces and plumbing. He sug- 
gested that this appeal is a _ two- 
edged weapon, however, and that 
few advertisers have done justice to 
the male body beautiful. 

The most effective campaigns are 
those which are geared to news 
events, according to Dan D. Halpin, 
vice-president, Acousticon division, 
Dictograph Products Company, New 
York. He described several promo- 
tion efforts which clicked by taking 
advantage of this principle. 


— 


HE 


man. 


target. 


billion dollar* 


Stream. 


advertisers. 


A Goon Mark ex TO HIT 


man who shoots a buck out of season is 
no more elusive than is the honest sports- 


Behind his desk with a telephone in his corner 
office on the twenty-first floor, today ... behind 
a boulder with his telescope rifle on the slopes of 
the Rockies, tomorrow ...he presents an elusive 


Thirteen million fishermen and hunters dis- 
guised as business and professional men. 
reach them without waste circulation, to sell this 
double market without wasted 
effort . . . wasted advertising dollars ... brings 
the majority of leading advertisers to Field & 


To 


Field & Stream leadership has been consistent 
because it has produced consistently for its 


“According to the United States Bureau of Biological Survey. 


AMERICA’S OLDEST OUTDOOR MAGAZINE 


The rates for this department are 


“Help Wanted,” 
“Representatives Available,” 30 cents 
cash with order. 


$4.75 per inch. 


Write for descriptive 
insertions. 


“Positions Wanted,” 


All other classifications (single insertion rates): 


as follows: 
“Representatives Wanted,” and 
a line, minimum charge $1. Terms 


% in., $2.75; 1 to 3 in., 
folder describing discounts for term 


HELP WANTED 


POSITIONS WANTED 


WA E 

ADVERTISING MANAGER 

A permanent position with an excel- 
lent opportunity for advancement for 
a man or woman who has had retail 
clothing store experience. The store 
is one of Chicago’s fastest growing 
institutions. Frankly, we want some 
one who has initiative, creative abil- 
ity, and a real yen to go places. Write 
Morris B. Sachs, 6638 S. Halsted St., 
Chicago, giving your complete story, 
and previous experience. 


PROMOTION MAN WANTED 

Man must have copywriting and lay- 
out experience. Must know circula- 
tion and advertising promotion, must 
know how to talk to Circulation Man- 
agers and Business Managers. Must 
have the ability to sell promotional 
ideas to newspapers. State age, ex- 
perience, references, salary expected. 
Standard American Corporation, 537 
South Dearborn Street, Chicago, IIl. 


POSITIONS WANTED 


A CREATIVE MAN is looking for a 
‘oncern who wants a young college 
man with 2 years art school and 
about a year’s newspaper and agency 
sxperience; having a knowledge of 
ayout and art, and knowing the me- 
thanics of advertising as well as 
‘opy. I want to work with someone 
who is interested enough to overlook 
years of experience for a person who 
Ss sincere enough to learn the prob- 
ems of that particular company. 
Salary is incidental but a chance of 
idvancement is necessary 

Box 1258, ADVERTISING. "AGE, Chgo. 


POSITION WANTED 


By man with years of training in 
printing and publishing business. Ex- 
perienced in management, advertis- 
ing, circulation, selling by mail and 
personally, contacting farmers and 
concerns selling to farm trade. Prac- 
tical printer, has operated large com- 
mercial printing plant. Write, care 
T. W. Decker, 7741 S. Carpenter, 
Chicago. 


PROPRIETARY AND MAIL ORDER 
Top flight copy writer and forceful 
layouts; record getting results for 
over 16 prominent proprietary and 
variety mail order accounts—agents, 


house - to- house, C.O.D., test cam- 
paigns, sales promotion; now em- 
ployed large proprietary; salary 


$5,000. New York or vicinity preferred. 
Box 1256, ADVERTISING AGE, Chgo. 


Space salesman, age 25, with 4 yrs. 
selling experience, 2 yrs. selling ad- 
vertising space, desires new position 
with successful newspaper, magazine, 
or trade journal. Graduate Univ. of 
Illinois in 1933. Excellent sales 
record. Now employed. Will travel. 
Box 1257, ADVERTISING AGE, Chgo. 


Steno, NU trng. in Advertising. Sound 
business sense. Knowledge Bkkpg. 
Mrktg. Spec. ‘eed Writing Swhd. 
Gen. Office Trn 

Box 1261, ADVERTISING AGE, Chgo. 


CONTACT—COPY MAN 


Wide experience in Oil and Electrical 
Industries. Merchandising campaigns 
for semi-technical products. Editorial 
and Market Writer. Now employed. 
Married. Desires a connection with 
aggressive agency to make full use 
of experience and versatility 

Box 1253, ADVERTISING AGE, Chgo. 


ARTIST—ART DIRECTOR 
Agency experience New York—Chi- 
cago. Layouts, finishes, any medium. 
Lettering, design, color retouching. 
Desires connection with live agency, 
art service or manufacturer. 

Box 1254, ADVERTISING AGE, Chgo. 


Publisher — does increaseqd Business 
depend upon intensive consistent 
sales effort? My experience—ten years 
selling space in general and business 
magazines. Commission arrangements 
preferred. 

Box 1259, ADVERTISING AGE, N. Y. 


REPRESENTATIVES AVAILABLE 


Artist of reputation, wide experience 
and ability in advertising layout, de- 
sign and color harmony, desires posi- 


tion. 
Box 1248, ADVERTISING AGE, Chgo. 


PUBLISHERS 


Can handle one or more established 
trade or industrial papers in Cleve- 
land territory (all Ohio, W. Penna., 
E. Mich.) Have had excellent results 
here past 12 years. Best of refer- 
ences. Will be in N. Y. C. late Oct. 
Box 1255 ADVERTISING AGE, N. Y 


Do you need active effective repre- 
sentation in New York? If so write 
Box 1249, ADVERTISING AGE, N. Y. 


Representative available; 50 mi. radius 
Columbus, Ohio, proven 5c to $1 item. 
Box 1260 ADVERTISING AGE, Chgo. 


TO RENT—OFFICE SPACE 


OFFICE SPACE AVAILABLE 

ON MICHIGAN AVE. 
Share attractive light offices with 
publish. repr. Private office or desk 
space. Steno. Phone SUP 4822. 


MISCELLANEOUS 


PURCHASING AGENTS APPROVE 
this newest process as being Fast— 
Accurate—Economical!! Perfect for 
reproducing all sorts of PICTORIAL 
advertising material, dealer helps, 
price lists, testimonials, instruction 
sheets, charts, etc. Expensive cuts 
and castly typesetting unnecessary!! 
300 COPIES (8%x11”) $2.50 
Additional hundred copies only 25c 
All sizes furnished. Even lower prices 
in quantity orders. Send for samples. 
480 Canal St., 


PHOTO POST CARDS 


SEND FOR FREE SAMPLES OF OUR 
NEW PHOTO AD-CARD. A new and 
novel idea in selling that brings re- 
sults. Don’t overlook this opportunity 
for additional profits. Write today. 
GRAPHIC ARTS PHOTO SERVICE 
3rd & Market Sts., Hamilton, Ohio 


Laurel Process, N. Y. 


Kaufman Adds Auto, 


Antenna Accounts 


Henry J. Kaufman, Advertising, 
Washington, D. C., has been ap- 
pointed to handle the campaign be- 
ing launched by the Washington and 
nearby Maryland- Virginia Dodge 
Dealers Association. Radio pro- 
grams and spot commercials will 
supplement factory advertising on 
the American Beauty Dodge for 1938. 

The agency is also directing a cam- 
paign for John E. Lingo & Sons, 
Camden, N. J., manufacturer of ver- 
tical tubular steel antennas. Radio 
trade publications and direct mail 
are scheduled. 


WOR Changes Rates 


Station WOR, Newark, operated by 
Bamberger Broadcasting Service, 
Inc., has announced a new rate 
schedule effective Nov. 14. Current 
advertisers may renew or extend 
contracts at present rates for 52 
weeks from this date, quarter-hour 
evening rates are $440; daytime ex- 
cept Sunday afternoon, $240, and 
Sunday, noon to 6 p. m., $330. The 
scale of discounts is unchanged. 


Congdon to “Economist” 
Thomas C. Congdon has been ap- 
pointed art director of the Dry Goods 
Economist. He was formerly with 
the Chicago Evening American in 


the national advertising service di- 
vision. 


Coleman Joins Dreher 


Armistead L. Coleman, formerly of 
Erwin, Wasey & Co., Seattle, has be- 
come art director of Monroe F. 
Dreher, Inc., New York. 


Outdoor Advertising 
Pushes Winter Appeal 


Depicting “King Football” as be- 
ing responsible for the turnout of 
40,000,000 devoted subjects during 
the gridiron season, Outdoor Adver- 
tising, Inc., New York, has released 
the seventh in its series of adver- 
tisements appearing in business 
papers. Theme of the campaign is 
the practicality of using outdoor ad- 
vertising during the winter months. 


Yale Merrill Debut 


Yale Merrill has resigned as pub- 
licity director of Van Sant, Dugdale 
& Co., Baltimore, Md., and has estab- 
lished the Yale Merrill Company, 
with offices in the Calvert building, 
Baltimore, to handle advertising and 
publicity accounts. 


New Edition Out 


Haire Business Publications, New 
York, has published a new edition of 
Better Selling of Children’s and 
Girls’ Wear, by Mrs. Crete Dahl, edi- 
tor of Infants’ and Children’s Review, 
and Frances Berger Torbert, for- 
merly training director of R. H. 


— 
—— 


Name Peterson 
Street & Smith 
General Manager 


New York, Oct. 13.—John M. Peter. 
son, for five years nationa) 
advertising director of Scripps-How. 
ard newspapers, today was elected 
vice-president and general manager 
of Street & Smith Publications, Inc, 
Other major personnel changes ip. 
cluded the appointment of A. §£, 
Church as controller and F. S. Fors. 
berg as research director. 

Mr. Peterson was associated with 
Scripps-Howard for 15 years, prior 
to which he was with the Chicago 
Tribune eight years. Mr. Church was 
formerly connected with Reynolds 
Metals Company, while Mr. Forsberg 
was formerly with Reuben H. Don. 
nelly Company in sales research and 
market analysis. 

Artemas Holmes, president, said 
the selection of these executives com- 
pletes the internal re-organization 
the company has been undergoing 
during the past few months. 


Distribute Scoregraph 
Socony-Vacuum Oil Company, Inc., 
New York, sponsor of the Yale foot- 
ball broadcasts, is distributing a foot- 
ball scoregraph for listeners-in as a 
promotional feature to football fans 
in New York and New England. It 
is designed so that the play-by-play 
progress of the game can be charted 
Other Socony-Vacuum promotion in 
connection with the broadcasts in- 
cludes newspaper advertisements in 
21 cities and special displays for 
dealers. 


American Airlines 
Appoints New Agency 


American Airlines, Inc., Chicago, 
has placed its advertising account 
with Blackett-Sample-Hummert, Inc., 
Chicago, Charles A. Rheinstrom, 


nounced Oct. 13. 


mediately. 


vice-president in charge of sales, an- 


The appointment is effective im- 


NEW 
'STAT EFFECTS 


1. Curved or Circle Letter- 
ing. 

2. 3rd Dimension Effect. 

3. Neon-effect Type. 

4. Shadow Relief Effect. 

5. Shadow Suspension Type. 

6. Direct-from-Object ‘Stats. 

7. Color Corrected ‘Stats. 

8. True-tone ‘Stats. 

9. Stat Montage. 


10. Toned ‘Stats (Red, Blue, 
Green) 


11. Reverse Position ‘Stats. 


Snap up layouts, save time and cost 
—use these rare Rapid effects! Our 
Contact Man will gladly show them 
to you. Call Rapid today! 


RAPID 


COPY SERVICE CO. 


6 BRANCHES: NEW YORK, 415 Lexing- 

ton, 444 Madison, VAnderbilt 3-3689- 

CLEVELAND, Ninth — Chester Bide- 

MAin 9335 @ CHICAGO, 110 Se. Dear 

born, 228 No. La Salle, 360 No. Michig2" 
Ave., STAte 5977- 


Macy & Co., New York. 
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ABILITY TO BUY 
CHIE CONCERN, 
SAYS PRESIDENT 


tplains Philosophy in Radio 
Fireside Chat 


Washington, D. C., Oct. 13.— The 
philosophy of high wages and short 
hours which caused horror among 
many industrialists when it was first 
pioneered by Henry Ford is to be ap- 
plied to the entire country, President 
Roosevelt let it be known in his 
radio fireside chat last night. All 
of the major chains carried the 
President’s ultimatum to this and 
other countries. 

President Roosevelt is also con- 
cerned about high prices, which 
economists generally have agreed re- 
duces the country’s buying power 
almost automatically. The President 
indicated his belief that some of th: 
high prices, at least, are caused by 
collusion among producers and thre 
special session of Congress which 
will convene Nov. 15 will have as 
one of its objectives strengthening 
of anti-trust laws. 

“On my recent trip,” said the Presi- 
dent, “many people have talked to 
me about the millions of men and 
women and children who still work 
for insufficient wages and overlong 
hours. 


Opportunity at Home 


“American industry has searched 
the outside world to find new mar- 
kets, but it can create on its very 
doorstep the biggest and most per- 
manent market it has ever had. It 
needs the reduction of trade barriers 
to improve its foreign markets, but 
it should not overlook the chance tc 
reduce the domestic trade barrier 
right here—right away — without 
waiting for any treaty. 

“A few more millions a week ir 
wages, a better distribution of jobs 
with a shorter working day will 
almost overnight make millions of 
our lowest paid workers actual buy 
ers of billions of dollars of industrial 
and farm products. That increased 
volume of sales ought to lessen othe 
costs of production so much that 
even a considerable increase in labo: 
costs can be absorbed without im- 
posing higher prices on the con- 
sumer. 

“T am a firm believer in fully ade- 
quate pay for all labor. But right 


= 


Capital 


IN THE CAPITAL 


Absolutely at the top! 
Smart Washington makes 
its headquarters at the 
modern Hotel Raleigh. And 
no wonder — for where can 
you match its bright, mod- 
etn guest rooms; its gay 
restaurants; its gracious 
Service; or its solid values? 
The Raleigh welcomes you 
— single rooms from $3.50. 


M 


ment 


SOvic.. -. 


RALEIGH 


PENNSYLVANIA Ave. at 12thSt.NW 


WASHINGTON, D.C. 
Sd Schiffeler, General Manage: 


now I am most greatly concerned 
with increasing the pay of the lowest 
paid labor—those who are our most 
numerous consuming group, but who 
today do not make enough to main- 
tain a decent standard of living or 
to buy the food, clothes and othe: 
articles necessary to keep our fac- 
tories and farms fully running.” 

In asserting that “our competitive 
system is not altogether competitive,’ 
the President is believed to have had 
in mind recent identical bids on gov 
ernment supplies which irked At. 
torney General Homer S. Cummings 
and others. The President com- 
mented that while anti-trust laws 
may have been adequate when they 
were first passed, their effectiveness 
is now limited. 


Wolf Elected 
President at 
MASA Conclave 


Cleveland, Oct. 14.—Need for sim- 
plicity in direct mail promotion was 
stressed by L. E. Frailey, the Dart- 
nell Corporation, Chicago, at the 17th 
annual convention of the Mail Ad- 
vertising Service Association which 
wound up today at the Hotel Cleve- 
land. 

John E. Wolf, head of the John 
E. Wolf Company, Oklahoma City. 
was elected president succeeding 
Raymond C. Martin, Albany Public- 


ity Service, Inc., Albany, N. Y. John 
Low, Low Letter Service, Chicago, 
was elected vice-president and H. H. 
Geddes, R. L. Polk Company, Detroit, 
treasurer. Re-elected were Percy G. 
Cherry, Toronto, Canadian vice-pres- 
ident, and Guy T. Burroughs, Los 
Angeles, Western vice-president. 


Awards Are Made 


Emphasizing the pulling power of 
letters that arrest attention, capti- 
vate interest, inspire desire and pro- 
mote action, Mr. Frailey told the 
association too many unnatural and 
hackneyed letters are being used to- 
day. He urged direct mail advertis- 
ers to write as they would talk, 
employing short words with a punch, 
and cited the Gettysburg address as 


an example of perfect word selection 
to put over a message. 

The bulk of the MASA sessions 
were given over to technical shop 
problems including selection and use 
of various kinds of equipment and 
the mechanical exhibit at the con- 
vention was the largest in the asso- 
ciation’s history. 

Annual awards for outstanding di- 
rect mail advertising service work 
were won by the following: direc- 
tors award, Burroughs, Inc., Los 
Angeles; postage stamp cup, Com- 
mercial Letter Company, St. Louis; 
president’s cup, John E. Wolf Com- 
pany; Jack Carr cup, Beaumont, 
Heller & Sperling Company, Reading, 
Pa., and John Howie Wright cup, 
Harry Latz Service, Inc., New York. 


. - - There are more people in the 


Buttalo Evening News Market than 


in any one of these sixteen states! 


Why does the Buffalo Evening News Market produce so many 
sales? .. . the answer is PEOPLE... 1% million of them. . . with 
spendable incomes* 9% above the national average. In the 
comparatively small area constituting the Buffalo Evening News 
Market, there are more people than in the state of Maine, New 
Hampshire, Colorado or any one of 13 other states. You can 
reach and sell these prosperous people through their favorite 
family newspaper — the Buffalo Evening News. 


*Sales Management Survey 


eople Make the Market 


According to the 1930 Federal 
Census, there are more people in 
the Buffalo Evening News Market 
than in any one of the following 
states— 


Maine 

New Hampshire 
Rhode Island 
Vermont 
North Dakota 
South Dakota 
Delaware 
Arizona 
Colorado 
Idaho 
Montana 
Nevada 

New Mexico 
Utah 
Wyoming 
Oregon 


UFFALO EVENING NEWS 


Edward H. Butler, Editor and Publisher 


Western New York’s Greatest Newspaper 
National Representatives—KELLY-SMITH CO. | 


NEW YORK — CHICAGO — BOSTON — PHILADELPHIA — ATLANTA — DETROIT 
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48 ADVERTISING AGE October 18, 1937 
nner Se bk eerenvcsev eu + 8.3 e . . e 
ee tus f Retail Activit 80 Important 
| 8 o eo :|Index of Retai ivity in mporta 
Ro nadie Siaod kw A ae ere ee +12.9 
re ae eee + 7.9 M 
pk: Ae eee ee — 7.3 a ts 
fe} I an op ciped icone era kien eien + 0.9 Dy e 
e BEES oc vcceiSde ng bawedcces +11.5 
IEE Sara. >. gels Gry al git ew web a + 8.2 ‘ a m P . 
MT cnc cactebseucaneed + 0.6 Based on total retail advertising volume in all newspapers in each city. 
PO 6 sco bab b banca aeeeNewe + 8.9 
POE ci kbed i ndde eeihe ven anen + 4.7 ? oe. > ¥ ° ? 
MEE ce>ensdevvesucevssessea + 3.9 (Copyright, 1937, by Advertising Publications, Inc.) 
PD Lis hencacveis os euneawes +19.2 
EER” sia ee hired ob bane nee dbe — 65.1 — 
. - P J G REP ecrererererrecerere 6.0 F 
Chicago, Oct. 15.—Retailers’ use of | nee  antenertiemetenaeee r 12 % Gain % Gain 
display space in newspapers for the| June 26 .............000..000. + 1.2 41-Week 41-Week 41-Week or Loss or Loss ; : 
reek 937 ending Oc PA OD -pxcordsusinkineves edo. +18.7 Period Period Period 1937 1937 Week Week % gain 
= a of ne a Oct. o was BEE Sen eeiikahe keds kswe ews — 7.1 Ended Ended Ended — over over Ended zs Ended or 
4.6 per cent greater than in the com- July 17 occ ccccccccccccncuccue +15.9 City Oct. 12, 1935 Oct. 10, 1936 Oct. 9, 1937 1935 1936 Oct. 10,1936 Oct. 9,1937 Loss 
parable period of last year, accord-| July 24 .............0...0005, + 3.3 ; ep TYTN +104 36 413.994 324,954 —r 
ing "ERTISING AGE 2 4) a) See — OZ) Akron, O. 2..cssee0sn8 11,930,306 12,718,07 178, ). + 3.6 13,994 324,904 —215 
amg to the Apvanrisine Ac Index of ee ny iii eeretereseess * Sslatesee Oe... ose. 4,687,424 5,051,886 5,479,110 +169 +8.5 161,175 159,096 —13 
Retail Activity. BEE venvsrsscntcensaccesss + 1.4] Atlanta, Ga. .......... 10,981,349 11,551,708 12,276,548 +118 +6.3 313,698 py + iid 
During the reported period, news-| Aug. 21 ..................045. + 2.4) Baltimore, Md, ....... 15,890,575 17,018,049 tyr tgeid + 13.8 bay nytt steers ry 
F x ipminghs : 205.! ‘ 73% ),030,66 22.2 9.¢ 270,85! 29%, +9.i 
papers in the 80 major markets meas- —_ - CAPER CAD ERE Ew S Oe + ue sirmingham, Ala. 8,205,288 oe a ) 0 os + = “= : a ~ are ~ 
“e i x carri ‘ OT) 4s 0 Gi il a da alll dl dha altade —~ ge | Boston, Mass, ....0+.0- 15,649,468 15,978,97 5,763,457 + 0.7 —"Ss 964,000 059, +4, 
ured by this Index carried a total) sept. ay 2200 — 3.3| Bridgeport, Conn. 6,637,156 7,001,172 7,632,594 +15.0 +9.0 219,576 230,412 +43 
of 804,664,818 lines of retail display |Sept. 18 ...................... + 3.61) Butalo, N. Y....++0000- 12,739,294 13,046,414 14,524,248 +14.0 +11.3 410,452 441,644 9 +74 
against 769,613,433 lines for the same — ¥ 5 haetiedh palate Rta de tc “¢ Camden, N. J........+. 3,191,: 3,206,296 3,200, on Puy: ey ty ¢ Ray ots 3 
et. ‘ . P — .f . ; on » O15 *« ¢ 2 ¢ +95 
“ P eens ee ee Bee eee eee ee ee ee dar Pe Se See 3,915,814 4,069,0 = oO. os ’ a) 
period of 1936, the gain amounting] Oct 9 o.g | Cedar_Rapids, : 7x — — 
Move : ne : a eee re re A hchahabahdetbd aia Ade . . Metta: >a. Tenn. 5,291,620 4,984,440 —13.3 —5§.8 125,981 123,306 ans 
to 35,051,385 lines. Compares with The tabulation appearing else. hienea Te. ince 23,450,093 24,797,491 +16.0 +5.7 767,975 82,519 +19 
1935, this | is a gain of 10.5 per cent.| where on this page gives individual | Cincinnati, O. ......... 13,035,435 ety et et i ee prt 507,990 +83 
> ti ast vear. 192 , . s . Wisetnaiiie 2 ,838,932 . ‘ 81,6 : +65 
At this time last year, 1936 was ruN-| |jneage data for each of the 80 major a o. ceeeeieees 15,482,626 6,838,9 7 ceeaee ye +s 
ing 5.‘ r ce f y c eas : : : oO Us, © ee eeeeres Ce ee or: tee tee ’ -l 
Oe ee ee ae ee ne SRCERNS Sh See SUE. Dallas, Tex 14,638,889 15,488,812 16,777,001 Fi4.6 +83 424,026 452,872 +6, 
Yor the seven day period ended — RS os vc kaos 10,582,166 9,494,726 12,156,132 +149  +28.0 353,612 370,706 oy 
Oct. 9, the measured cities show a Denver, Colo. ......... 8,067,715 8,031,243 8,258,071 +2.4 +2.8 238,700 227,850 “4.5 
total of 24,581,357 lines against 24,- $10,000 Contest Des Moines, Ia. ....... 4,968,860 4,972,662 5,106,151 +2.8 +2 y 135,593 135,816 +0. 
345,255 lines for the corresponding For S&W Coffee Detroit, BRICK. ..s.csies 15,859,168 16,683,932 17,548,856 +10.7 + 5.2 538,549 523,348 —6.8 
7AEe G26 » oni 6 > j Dal Paso, rr ee eee aes @8=<£@22 ©2889 eee se. 187,236 199,962 i 6.8 
week of 1936, the gain of 246,102 lines! Sussman, Wormser & Co., San| Eric, Pa’... 2.2.2... 5,436,130 5,602,614 7,236,786 +331 +29.2 187,390 205,618 +9. 
amounting to 0.9 per cent. Francisco, launched a $10,000 con-| Evansville, Ind. ....... 9,412,158 10,084,788 9,919,728 +5.4 —1.6 294,308 ert —.1 
Gains have been made in 32 of the|test for S&W coffee Oct. 17 in| Fall River, Mass....... erry} ry hi ergs + Pits Ts; Rei Pn rit ry 
> P e A P P Li ic ».45 33 y 82 1,19%, ) oO sé. S46 ool, “ 
first 41 weeks of this year, according | conjunction with the debut of a new| Flint, Mich. ........--. eee 7 ; 005 = ® 7 712.5 +3.5 05.155 282.699 
, : : 7 “ort Wayne 8,284,9! 9,005,09: 9,520, 20; 2. 3.5 305,15 282,69 — 
to the following table which shows /radio show over the NBC Red Coast Aone te meee 1076888 4°770,516 5,767,094 4415 420.9 137,596 151,819 +163 
percentage of gain or loss over 1936 | network, titled, “I Want a Divorce.”| (joan Rapids, Mich.... 6.814.352 7,268,576 8,212,954 +2055 +13.0 261,016 287,042 +9 
for each weekly period of this year: |. An extensive newspaper Campalgn | Greenville, S. C........ 4,727,610 4,690,889 5,328,122 +12.7 +13.6 170,694 175, 700 +28 
ioanaeu © _ seis complementing the radio show.| Houston, Tex. ........ 10,176,460 11,498,635 12,848,052 +26.3  +411.7 340,662 339,878 —0.2 
cn AM a ee <;| The contest calls for writing a tenth | indianapolis, Ind. 12,844,103 13,582,643 14,660,315 +141 +5.6 447,075 446,516 —0 
I Oe or 1.0] point to round out nine published | Jacksonville, Fla. ..... 6,040,664 6,483,120 6,990,382 +15.7 +7.8 155,106 184,506 +18 } 
EE ONE rr 1.2]“points which determine a perfect | Jersey City, N. J....... 1,752,458 1,849,766 1,819,894 Paty rey: ay eae 57687 +113 
A, DO eT or ee ee 5.8 | husband.” Kansas City, Kans..... 1,728,951 1,908,529 2,095,680 + 21.2 + “5 enstece Bit : 
Meteor 6 | L 85 — ¥ ate Knoxville, Tenn. ..... 6,887,038 7,632,667 7,994,770 +16.1 + 4.7 200,662 238,628 +18.9 
De DO cs ow ewalenh ee 6 Se + 6.9 Little Rock, Ark....... 7,271,194 7,371,705 7,408,049 +1.9 + 0.5 182,126 St ry + 8.6 
Peeruerey BO is scec hss aet sa aees + 16.6 ew Le BeNOR “CR .sasss — cvewns 19,113,175 20,181,039 aes + 5.6 548,128 559, + 2.1 
i : N Verifine Contest Lynn, SPOR bis bein dave 7,853,356 7,988,470 7,831,490 onal —1.9 231,868 207,102 —10 
Verifine Dairy Products Company,| Manchester, N. H...... 2,761,967 2,745,107 2,902,856 +65.1 +5.7 74,244 89,090 +20. 
operating in several Wisconsin cities,} Memphis, Tenn. ....... 8,646,610 8,740,400 9,503,188 +9.9 +8.7 282,464 295,904 +48 
has launched a newspaper campaign] Milwaukee, Wis. ...... 10,169,510 11,718,128 13,662,907 +34 4 +16.6 370,268 464,293 +254 
using large space newspaper copy ated se nage Minn. Byte pit tee peg +5.4 pre i seats tak tee "a 
to back a $1,000 prise contest for | NSeeviite, feonn. ..-... geting ptt + pegte ee 7 Seta pag ' 
i P . L x New Bedford, Mass.... 2,463,121 2,591,624 2,682,806 + 8.9 + 3.5 71,862 71,526 —0.5 
LLSTU Wisconsinites saving the largest) New Haven, Conn...... | ....s. 7.216.678 7,463,056 nbs +3.4 216.118 206332 —45 
> Jeri =) ‘redi > ——_— — - — 
DEMENEE OF Vorlons SreGhs Gh Theives Crean, LA... .. 14,151,192 15,263,476 15,846,211 Fl9 $3.8 379,521 476,064 25.4 
Y BLDG..¢ company’s ice cream packages, evapo-| sew York, N. Y....... 45,200,984 50,315,162 51,367,708 +13.6 2.1 1,806,156 1,682,824 —6.8 
SUPERIO rated milk, Eskimo pies and Koolers. | **Brooklyn, N. Y...... 5,439,440 5,331,165 5,135,730 —5.6 —3.7 156,970 120,299 —23. 
The contest closes Dec. 11. Norfolk, VB. 6.660000 7,357,854 7,565,446 7,590,394 +3.2 +0.3 193,368 210,924 +9.1 
ia. ae 5,867,142 6,057,387 6,141,601 +4.7 +1.4 184,744 174,561 —h 
~ ws Oklahoma City, Okla... 8,197,343 8,834, 613 9,731,470 +18.7 +10.2 278,306 283,262 +18 
eae, ee 8,575,981 8,592,63 9,155,490 +6.8 +6.6 292,530 295,438 +1.0 
Philadelphia, Pa. ..... 21,790,250 22'442'399 23,465,252 +7.7 +4.6 810,940 781,605 —3.6 
Phoenix, Ariz. ........ 5,733,477 5,817,826 5,663,364 —1.2 —2.7 126,686 159,334 +25. 
Pittsburgh, Pa. ...... 18,216,142 18,221,128 19,727,632 +8.3 +8.3 592,102 590,856 —0.2 
Portland, Ore. ........ 8,245,766 9,512,655 10,196,916 + 23.7 +7.2 309,652 271,558 -—12.3 
Providence, R. I....... 10,511,668 10,548,286 11,001,898 +4.7 + 4.3 383,903 311,325 -—18.9 
Reading, Pa. .......... 7,582,050 7,400,706 8,556,918 +12.9 +15.6 231,084 263,550 +14.0 
- Richmond, Va. ........ 9°330.664 10,530,168 10,422,942 +11.8 —0.9 300,062 304,374 +1.4 
*+Rochester, N. Y....... 13,946,508 14,447,793 13.857,498 —0.6 —4,1 430,930 347,435 —19.4 
Rock Island-Moline .. 5.950.270 6,651,954 7,231,702 + 21.5 +8.7 213,486 222,362 + 4.2 
Sacramento, Cal. ..... 6,446,239 6,928,037 6,945,337 + 7.7 +0.2 166,278 185,822 +118 
San Antonio, Tex....... 4,401,552 5,098,692 5,154,564 +17.1 +1.1 120,120 143,803 +19.7 
San Diewo, Cal... ius. sas 10,341,104 11,199,090 11,299,986 + 9.3 +1.7 356,062 309,638 —13.0 
San Francisco, Cal 11,214,761 12,389,630 12,654,115 +12.8 +2.1 327,523 360,391 +10.0 
Lae =| Seattle, Wash......... 7,781,644 7,875,796 8,155,592 +4.8 -+-3.6 218,248 216,972 as 
= South Bend, Ind....... 6,465,049 6,906,065 7,422,212 +14.8 + 7.5 226,541 214,230 —5.4 
ee Spokane, ,Wash. ....... 5,245,906 5,752,431 6,151,152 +17.3 +6.9 146,496 155,148 +5.9 
St. Louis, Mo.......... 13,287,390 14,211,075 15,089,570 +13.6 +6.2 414,000 439,655 +6.2 
Fares te oH ters St. Paul, Minn......... 9.342.852 10.160.835 1 610.020 +29 —5.4 195.031 280.734 +439 
=o irat un 2 eth Syracuse, N. Y~....... 8,763,164 9,328,078 9,234,895 “3 7 os 284,626 274,638 —3.5 
hw To se tTacoma, Wash. ...... 4.054.118 4,966,013 4,881,363 + 20.4 —1.7 124,852 176,890 +417 
Nation Is Thinking in Air Craft, Tampa, Fla. ........-. 4,701,564 $465,549 1,780,262 +1.7 +7.0 124,012 111,216 —103 
|Terms~F. POM eS anes Oa + Re i .& Cee $$ «. Bc’ hleer ae soe’ 300,769 311,610 +3.6 
National fe ‘i Toronto, Ont. Can..... 16,506,168 15,776,749 15.267.267 oth mh 465.666 423.127 —9l 
Ready To waver Charis ‘ on J S See 3,388,322 3,060,904 3,290,049 —2.9 +7.5 104,202 97,944 —6.0 
Help Aloe" sage Tulsa, Okla. .......... 7,260. 580 7,908,297 7,645,085 +5.3 —3.3 207,830 193,970 ee 
His View = Is Hailes Washington, D. C...... 26. 278.029 29.126,811 29:169.026 411.0 +401 880.261 851.840 —3.2 
Preanes Pi Wa Worcester, Mass. ..... 9 083, 149 9,328,924 9,616,670 4+5.9 +3.1 275,513 287,917 +4.5 
Youngstown, O vreves 6,974,154 7,244,472 7,205,069 +3.3 —0.6 186,480 203,304 +9.0 
pater Bicmiedintsg ad aimed : pees * 
ac) 702,876,827 769,613,433 804,664,818 +10.5 + 4.6 24,345,255 24,581,357 +0.9 
*New York American discontinued June 24, 1937. 
**Brooklyn Times-Union discontinued June 8, 1937. 
*Journal and Sunday American discontinued June 8, 1937. 
a a Daily Ledger discontinued June 238, 1937. 
romote is ajor somali ns 


try. 


more than in 


30% 


COVERED COMPLETELY BY 


Again, Forbes Magazine lists Jackson as 
one of the best sales territories in the coun- 
Industrial employment has increased 
last six months. 
paper covers this active, prosperous market 


Michigan Market with 
the Citizen Patriot 


YOUR OTHER 
Booth, Michigan 
NEWSPAPERS ARE: 


Kalamazoo Gazette 
Grand Rapids Press 
Flint Journal 


One 


completely—the Jackson Citizen Patriot. Saginaw News 
Write or call I. A. Klein, 50 East 42nd Bay City Times 
Street, New York, or John E. Lutz, 435 Ann Arbor News 
North Michigan Avenue, Chicago. Muskegon 
Chronicle 


GREAT MARKETS 
GREAT NEWSPAPERS 


Frigidaire Name on 


New Household Line 


New lines of electric ranges and 
electric washers to be manufactured 
by Frigidaire Division of General 
Motors Corporation, will be mar- 
keted under the Frigidaire trade 
name, it has been decided. 

Frank Pierce, manager of the 
Frigidaire household _division, also 
indicated that still other household 
appliances will be added to the in- 
tegrated production department in 
the near future. 


Weiss Appointed 


Elmer F. Weiss has been appointed 
manager of the Detroit office of Cut- 


ler-Hammer, Inc., Milwaukee. He 
succeeds A. R. Johnson, recently 
named manager of the company’s 


merchandising-sales division. 


Lowrey to Toronto 
Harold C. Lowrey, marketing-ad- 
vertising consultant and former first 
vice-president of the Direct Mail Ad- 
vertising Association, has re-opened 
his Toronto office after two years of 
marketing work in the United States. 


ready to serve you better. 
do they FLY! 


GOOD Photostats Quick! 


WHAT HAS 


“flying” 


WHEN you want it! 


96 LEGS AND FLIE 


The answer is ATLAS—the Atlas Photo Copy Co. 
For here at Chicago's Photostat Headquarters are 48 ATLAService men 
48 workers . . . that's 96 legs. 
They rush to your office—rush your job through—never 
forgetting that ATLAService means not merely quick photostats but 
No matter how tricky a ‘stat job you have— 
no matter what the rush . . . call ATLAS. This 
organization has 96 legs and I! cameras 
in 4 downtown offices to give you WHAT you want, 


And man, 


CALL ATLAS FOR PHOTOSTATS 


ATLAS PHOTO COPY CO., General Offices, 225 No. Michigan Ave. 
4 Chicago Locations e All Phones FRAnklin 3470 
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Free Papers Is 
Problem of ABC 


(Continued from Page 1) 


viewpoints of ABC members. Edwin 
s, Friendly, business manager, New 
york Sun, will compare “Circulation 
auditing at Home and Abroad,” giv- 
ing results of his trip to Europe 
last summer when he attended the 
third world advertising convention, 
at which a conference of circulation 
auditing bureaus was held. 

Willard T. Chevalier, vice-presi- 
dent, McGraw-Hill Publishing Com- 
pany, will discuss “Modern Business 
and Its Press,” and A. L. Miller, 
publisher, Battle Creek Enquirer and 
News, will tell “What the ABC 
Means to Daily Newspapers.” The 
agency viewpoint will be presented 
py Shelley E. Tracy, president, 
Tracy-Locke-Dawson, and vice-presi- 
dent, American Association of Adver- 
tising Agencies, with an address on 
“an Agency Man Looks at the ABC.” 


Gallup Luncheon Speaker 


Dr. George Gallup, director of re- 
search for Young & Rubicam, and 
head of the Institute of Public Opin- 
ion, will be the speaker at the annual 
juncheon Thursday noon. Following 
this interlude, members of various 
ABC groups will split into divisional 
meetings to consider subjects affect- 
ing their respective interests. 

The chief business session will be 
held Friday morning with election 
of directors and reports from the res- 
olutions and other committees. P. 
L. Thomson, Western Electric Com- 
pany, New York, who has been pres- 
ident of the Bureau since 1927, will 
preside at the general sessions. 

The board of directors of the Bu- 
reau will hold its October meeting 
Wednesday evening. This meeting 
will be continued Thursday evening 
The new board will hold its annual 
meeting for the election of officers 


and OFFSET 


PLANOGRAPH ané OFFSET 


Set your own display headings with 
FOTOTYPE Cardboard Letters. Save 
composition cost on paste-ups. Self- 
aligning ... Easy to use... The cost. 
is pennies, not dollars. Write for folder 
showing modern type faces available. 
FOTOTYPE 625 Washington CHICAGO 


CONTRAST COPY 


GET YOUR. 
MONEY'S WORTH 


Electrical Association, 


Cincinnati 
ing a lamp replacement drive, featured 


stag- 


this effective illustration in newspaper 
copy to emphasize electricity bill savings 
through use of fresh bulbs. 


following the adjournment of the 
convention Friday afternoon. 

Officers of the ABC in addition to 
President Thomson are: F. R. Davis, 
General Electric Company, Schenec- 
tady, N. Y., first vice-president; 
Ralph Starr Butler, General Foods 
Corporation, New York, second vice- 
president; Fred Bohen, publisher of 
Successful Farming, Des Moines, 
third vice-president; G. R. Schaeffer, 
Marshall Field & Co., Chicago, sec- 
retary; E. R. Shaw, publisher of 
Power Plant Engineering, Chicago, 
treasurer; O. C. Harn, Chicago, man- 
aging director. 

As a prelude to the ABC conclave, 
the Chicago Business Papers Associa- 
tion will stage a panel discussion of 
the question of admitting controlled 
circulation papers at its meeting 
Monday noon, with the discussion to 
be led by D. J. Hansen, general man- 
ager, Domestic Engineering; Stanley 
Clague, secretary, Nations’ Schools; 
Frank Davis, vice-president, National 
Provisioner; E. Scranton Gillette, 
publisher, Roads and Streets, and 
Herbert Irving, president, Irving- 
Cloud Publishing Company. 


Junior St. Louis 


Club Elects Vahle 


Hillard Vahle, of Beacon Paper 
Company, has been elected president 
of the Junior Advertising Club of St. 
Louis, succeeding Albert Maescher, 
or. 

Other new officers are Allen G. 
Richardson, of Johnson, Ine,. print- 
ers, first vice-president; William 
Hehmann, Jr., Graham Paper Com- 
pany, second vice-president; Tom E. 
Ryan, Apex Engraving Company, 
third vice-president; William H. 
Krueger, Charles K. Schweizer Com- 
pany, treasurer, and Tom Rodgers, 
Commercial Letter, Inc., secretary. 


U.S. COMMUNITY 
LABORATORY HAS 
PLACID OPENING 


(Continued from Page 1) 


ated on aconsumer co-operative basis, 
with necessary capital for the under- 
taking to be furnished by the latter. 
It is understood that about $50,000 
has already been appropriated for 
this purpose. The agreement stipu- 
lates that the residents of Greenbelt 
will eventually determine how the 
stores and other commercial facili- 
ties are to be operated. Consumer 
Distribution Corporation has nothing 
whatsoever to do with the operation 
and management of the residential 
properties or with the administra- 
tion of the town. 


Rents, 2% of Sales 


In the face of charges that the gov- 
ernment has “subsidized’’ consumer 
co-operatives in Greenbelt, it is sig- 
nificant to note that the rental agree- 
ment for the commercial properties 
occupied calls for payment of 2 per 
cent of gross sales to the government 
with remaining income to be distrib- 
uted in accordance with established 
consumer co-operative — principles. 
This rental fee compares with aver- 
age rentals of 1.5 per cent for San- 
itary Stores, leading chain of super- 
markets operating in and around 
Washington; 2.1 per cent for inde- 
pendent food stores nationally; and 
between 2.3 and 2.5 per cent for 
average independent food store rent- 
als in Washington 

From a spokesman for the FSA 
it was learned that prior to the con- 
summation of the Consumer Distrib- 
ution Corporation contract, discus- 
sions were held with representative 
chain store groups regarding the pos- 
sibility of establishing outlets in 
Greenbelt. Chain stores seemed dis- 
inclined to undertake such outlets, 
it was said, and local independents 
likewise showed little inclination to 
come into Greenbelt, primarily be- 
cause of the investment necessary to 
operate retail establishments prior to 
the arrival of the town’s full popu- 
lation. 

Inspection of the merchandise car- 


ried in the co-operative food market, 


valuable records. 


them today. 


TS 
ADVERTISING COS 


with this modern TABULATING SERVICE 


This Bureau will receive your survey material and quickly transform it 
into valuable knowledge. First we record the facts in punched cards, then 
we classify and tabulate them by means of International Electric Book- 
keeping and Accounting Machines. This machine method provides Sales 
Reports, Expense Analyses, Special Marketing Studies, and many other 


Tell us the reports you need . . . we will prepare them for you 


Detailed facts, classified and tabulated as you wish, are yours through 
the facilities of the International Business Machines Service Bureau. 
There is a branch of this Bureau in your vicinity, get in touch with 


diss 


CHINE? 


BUSINESS 


INTERNATIONAL 


MACHINES 
‘CORPORATION 


NAME 


INTERNATIONAL BUSINESS MACHINES CORPORATION 
270 Broadway, New York, N. Y. 


Please send me detailed information regarding the opera- 
tion of the International Business Machines Service Bureau. 


eeeeeee 


that nationally advertised brands 
outnumber private brands by about 
10 to one. Practically every well 
known packaged food that can be 
bought in the average grocery store 
is to be found here. According to 
Herbert Evans, vice-president, Con- 
sumer Distribution Corporation, and 
supervisor of the Greenbelt stores, 
purchases will be based entirely on 
the demands of consumers with a 
large proportion of the business go- 
ing to nearby wholesalers. 

The decision of the Greenbelt food 
market to feature standard adver- 
tised brands is brought into sharp 
relief by a study of the competition 
that will. undoubtedly also strive for 
a portion of the community’s annual 
$200,000 food bill. Between Green- 
belt and Washington, along the main 
route most likely to be frequented 
by commuters, are 47 modern food 
markets, 55 gas stations and a pro- 
portionate number of drug and other 
retail establishments. Particularly 
prominent among the food outlets 
are the large, alert Sanitary Store 
super-markets, 165 of which are to 
be found in the Washington area 
with annual sales volume in the 
neighborhood of $15,000,000. By 
means of dominant newspaper ad- 
vertising as well as up-to-the-minute 
point - of - purchase merchandising, 
Sanitary Stores will undoubtedly 
provide effective competition for the 
ireenbelt stores. 

Sanitary Stores managers in the 
vicinity of Greenbelt outwardly pro- 
fess small interest in the co-operative 
project, but it appears obvious to the 
observer that as soon as the town’s 
population approaches its full quota 
merchandising efforts will be intensi- 
fied and a portion of Greenbelt’s 
business will inevitably fall to the 
super-markets. In a final analysis, 
the Greenbelt co-operative stores pos- 
sess an unquestioned advantage of 
location, but efficient merchandising 
and smart management must mark 
their operations if they are to com- 
pete successfully with the independ- 
ents’ proven efficiency and ingenuity 


Face Education Task 


Still another factor to be consid- 
ered is the large educational job 
facing the Greenbelt stores. Inter- 
views with typical residents of the 
town disclose that comparatively few 
are more than casually acquainted 
with the principles of consumer co- 
operation. Washington has a number 
of co-operative credit unions to which 
some of the Greenbelters belong, but 
the capital is not particularly strong 
as a consumer co-operative center. 
Thus, in order to reach their maxi- 
mum _ potentialities the Greenbelt 
stores’ management must literally 
sell town buyers on the benefits of 
consumer cooperation. Advantageous 
location will hardly be sufficient to 
lure housewives, all of whom have 
previously experienced the need to 
stray from’ stores nearest’ their 
homes to others offering more attrac- 
tive inducements. 


Plan Comparative Tests 


Inquiry at the FSA regarding the 
role that the government will play 
in assisting Greenbelt stores. to 
spread the gospel of consumer co-op- 
eration brought the reply that the 
gzovernment’s activities in Greenbelt 
will be limited strictly to supervi- 
sion of its own investment. The FSA 
will take no part, it was emphasized, 
in attempting to evaluate for resi- 
dents the merit or lack of merit 
of either independent enterprises or 
consumer co-operatives. 

It was added, incidentally, that the 
Greenbelt store operations will be 
watched with interest by the FSA 
as a possible guide for future Green- 
belt-type developments, two of which 
are now being built in Milwaukee and 
Cincinnati. It is entirely possible, 
it was pointed out, that both chains 
and independents may be induced to 
participate in the new “Greenbelt” 
towns, so that a comparative yard- 
stick will be available, covering all 
three types of retail service. 


Fairfax Agency Named 


H. W. Fairfax Advertising Agency, 
New York, has been appointed to 
handle the advertising of Laird 
Schober Company, Philadelphia, Pa., 
shoe manufacturer. 


Raymond S. Tompkins, WFBR commentator, 

Surveys showed that on broadcasts at a 

time competing with Boake Carter, he had 
more Baltimore listeners than Carter. 


FOR SALE 


Maryland’s most 
popular radio 
commentator: 


RAYMOND S. TOMPKINS 


Former A. E. F. war corres- 
ondent and newspaper man. 

ithout a doubt the best-known 
commentator in Maryland. He 
has been on the air over WFBR 
for the last three years in two 
successful sponsored programs. 


PAST PERFORMANCES: 
1934-1935 


THE Sponsor: May Oil Burner 
Corp. 

THE PROGRAM: 
Grams.” 
Sponsor’s COMMENT: “This was 
the first time the May Oil Burner 
Corp. remained on the air during 
the winter months and they at- 
tribute a considerable increase in 
business to Raymond Tompkins. 
The program has proven most 
successful as witnessed by numer- 
ous comments and letters received 
by the May Oil Burner Corp. 
praising Mr. Tompkins’ news re- 
porting.” 


1936-1937 


THE Sponsor: Consolidated Gas 
Electric Light & Power Company 
of Baltimore. 
THE PROGRAM: “Light on the 
News.” 

Sponsor’s COMMENT: “Mr. Ray- 
mond Tompkins is an outstanding 
news commentator and he has 
created a program that embodies 
origina] features which give it 
wide interest value and close con- 
tact with his listening public. 
This, together with his excellent 
radio personality, has made 
“Light on the News” a feature 
which we consider was a distinct 
credit to its sponsor.” 


Transcription of 
these programs 
are available for 
audition. Write 
for them. 
Talent cost: $150 for 


3 programs per week, 
on 26 week contract. 


“Surprise - O- 


Remember: Local flavor 


means local favor! 
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63% of Companies 
Report Increased 
Budgets in 1937 


Industrial advertising budgets are growing larger 
—and sales costs are coming down. This picture 
of profit is revealed by thoroughly reliable figures 
just published by The National Advertisers Asso- 
ciation in its report “A Survey of 1937 Industrial 
Advertising Budgets” which is based upon the 
experience of 134 typical companies selling in- 
dustry. 

Here are the top figures! 63% of the report- 
ing companies increased their expenditures on an 
average of 39%. Only 7% reduced their ex- 
penditures, and then only to the extent of 14%. 
The remaining 30% of the reporting companies 
maintained the same budget as in 1936. 


637% 


reported 


reported 


NO CHANGE 


Changes in Advertising Budgets 
for 1937 vs 1936 


This record for 1937 is not just an abnormal 
incident, but rather it is a part of a definite trend. 
It is a continuation of the pace set in 1936, when 
87% of the reporting companies showed an in- 
crease of 34% in their budgets. 


Cut in Sales 
Expense Ratio in 
the Same Period 


While these industrial advertisers have been in- 
creasing their advertising, they have already be- 
gun to reap one of advertising’s greatest benefits, 
—a saving in selling costs. 


Sales Costs DOWN— 
_ Shown by NIA. A. Survey 


The same survey shows that the sales costs of 
the reporting companies—in terms of per cent of 
net sales—have dropped from 14.1% in 1936, 
to 13.7% in 1937. This is the answer to the 
question—“Does it pay to advertise?” 

Here we have in one package, a clear-cut dem- 
onstration of the case for advertising—selling 
costs reduced as the advertising program is intensi- 
fied. This represents the combined experience of 
a group of 134 industrial advertisers—manufac- 


_ lai) (Bz 
*~ |1936| {1937 


turers of capital goods, accessory equipment, 
operating supplies, fabricating parts and mate- 
rials as well as basic raw materials, a good sub- 
stantial cross-section of American Industry. 


——— 


Advertisers Con-. 
centrate More in 
Business Papers 


The increasingly important role of business papers, 


in the sales and advertising programs of Amer. 
ica’s industries, is clearly evidenced by a compari- 
son of the N.I.A.A.’s figures for 1935-36-37, 
which show the breakdown of the advertising bud- 
gets among the various types of media, and other 
items of advertising expense. The illustration 


Proportion of Industrial Advertising Dollar 
Appropriated for Business Paper Space 


shows the progressively larger share of the adver- 
tising dollar, devoted to business paper space . .. 
29.8% ... 34.6% ... and now 35.3%. 

This is more than double the amount spent for 
the next largest form of advertising, namely 
advertisers’ own catalogs and product literature, 
which consume 16.2% of the budget. Magazines, 
radio, motion pictures, house organs, and direct 
mail promotion, altogether, get 20.5% of the 
appropriation. 

Business papers, therefore, loom up as the one 
sales tool deserving of the most intensive use in 
these advertisers’ efforts to capture a greater 
volume of the business in their own markets. 
Over one-third of their total advertising expen- 
ditures are applied to the use of business paper 
advertising space. 


is the title of the 12-page booklet contain- 
ing the detailed figures of this study. It is 
a report deserving the full and careful 
consideration of every man who has any 
responsibility for the sales and advertising 
activities of an _ industrial organization. 


Organized, executed and published by the 


“A Survey of 1937 Industrial Advertising Budgets” 


National Industrial Advertisers Association, 
it is an authoritative and unbiased presenta- 
tion of facts. The price is $1.50 per copy— 
address the NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION, 100 East 
Ohio Street, Chicago, Il. 


MeGraw-Hill Publications 


: McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK, N. Y. 


American Machinist... Aviation... Bus Transportation... Business Week...Chemical & Metallurgical Engineering...Coal Age... penser 
Methods and Equipment... . Electrical Contracting... Electrical Merchandising .,. . Electrical West . . . Electrical Wholesaling... Electrical Wor 


d 


...Electronies... Engineering and Mining Journal... EXMJ Markets... Engineering News-Record... Factory Management and Maintenance--- 


Food Industries... Industrial Selling... Mill Supplies... Power... Product Engineering ... Radio Retailing... Textile World.. Transit Journal 
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PHOTOGRAPHIC 
REVIEW OF 
HE WEEK 


KAFFEE-HAG PRESENTS MORPHEUS’ MINISTER 


PREPARE SALES BACKGROUND FOR NEW YORK AUTO SHOW 


Alfred Reeves (left), manager of the National Automobile Show opening in Grand Central Palace, New York, Oct. 27, and 
Byron Foy, De Soto Motor Corporation president and chairman of the show committee, look over one of the 26 giant murals 
to be unfolded at the show. 


BASEMENT TRAVELS TO THE HOME 


GIFT PACKAGE 


dollar 
Mason Heflin Coal Company, Philadelphia, adds a promotional wrinkle by out- 
ace fitting this truck to bring a “basement’’ to prospects’ homes, featuring an auto- 
eines matic central heating unit in action. 
ee WALLS TIED TO PROMOTION THEME 
pace... Maison Jeurelle, New York, is introduc- 
J ing this new Central Park package for 
we the holiday gift aogeen _ ao 
cologne and five sachets included in the 
pont for effectively designed set. 
namely 
iterature This unusual illustration dominates a brief message on sleep-permitting qualities WILLIE'S WILLIN 
4 : of Kaffee-Hag coffee in current magazine copy of Kellogg Company, Battle 
agazines, Creek, Mich. 
id direct COLD SELLING HOTEL HINTS 
. of the 
; the one 
ye use in 
_ greater 
markets. 
@ expen- 
sss paper 
John Ganzer (left), sales manager of 
peed Costerater Compony, gets ready ed Ralph Hitz (left), president of National 
deliver some pointers to salesmen in : 
: : Hotel Management, Inc., gives some : ‘ 
company with Bruce Barton, board chair- viows en hiebel peemetion in on leterviow Westinghouse Electric & Mfg. Com- 
man of Batten, Barton, Durstine & Os- wlth tno Weed aese WERT’: shudies le pany's robot, Willie Vocalite, gets a Photomurals, featuring motion picture celebrities, were unfolded by Cutler Shoe 
born, at the annual sales meeting in the Netherland Plaza, Cincinnati, one of werm welcome as the company's promo- Company, Chicago chain store operator, last week, tying in with the company's 
Duluth the Hitz hotels tional emmisary arrives for a tour of the "Hollywood Stars” general promotion theme for its footgear. Kaufmann & Fabry 
: ; Hawaiian Islands. Company, Chicago, produced the murals. 
u ii 
SHOW "GOES OVER" WITH SPONSOR STUDEBAKER OFFICIALS LAUNCH FLYING AUTOMOBILES 
Construction Ed 
trical World bi ward Plaut (left), president of Lehn & Fink Products Corporation, expresses : . 
aemapents.s cn @s thoroughly pleased with the new Pebeco show after the premiere on Paul G. Hoffman (left), president of the Studebaker Corporation, and George D. Keller, vice-president in charge of sales, 


ansit Journal 


With him are Elsie Hitz and Nick Dawson, stars of the program, and 
Dorothy Cocks, Lehn & Fink advertising manager. Auto Show. (Story on Page 6.) 


face the camera in South Bend after readying the first of a fleet of five “flying automobiles” for a journey to the New York 
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